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EMPCO- 
SIGNS 





POL ARALITE signs are of thick 
plate glass with etched letters or 
design. Light entering the edge of the 
plate emerges only through the etch- 
ing, making a strikingly beautiful 
and compelling sign. 





Empco signs give a similar effect in a 
different way. Sheets of glass with 
letters in relief are covered, all but the 
letters, with pure copper by electro- 
lytic deposit. The result is a strikingly 
beautiful sign of high visibility, read- 
able from both sides. No light leak- 
age around the letters. Both Polaralite 
and Empco allow of almost unlimited 
original designs and effect. For com- 
plete details send for circular No. 2. 


THE FRINK CO. Inc. 


Representatives in All Principal Cities 
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IN REPLY REFER T 


It is with pleasure that we announce the re- 
moval of our main office and showrooms from 63-65 West 
36th Street to the new Lefcourt-Manhattan Building, 
Broadway at 39th Street. This new mid-town location 
is right in the heart of the wholesale and retail buy- 
ing centers of New York, as well as conveniently ac- 
cessible to all local transportation facilities, trunk 
railway terminals and the principal hotels. 


We believe you will find this move a great con- 
venience in filling your display requirements. Our 
entire line of fixtures, forms and wax figures, will 
be displayed in units of natural association on one 
level of generous floor space. A staff of well trained 





display equipment experts will be on hand to serve you 
at any time. 


Your inspection of our new showrooms is cordial- 
ly invited, and we hope that you 
will find an opportunity to pay 
us a visit within a short time. 


Yours very truly, 


Je Re PALMENBERG'S SONS, Inc. 


Our New Address ~ 





Lefcourt-eManhattan “Building 
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With this issue The DISPLAY v ©The. 
WORLD takes a long step for- 1s ay 
ward in the drive toward world é; 
unity in display organization. 
Wherever goods are sold _ in OFT a 
civilized communities merchants 


are making increasingly efficient FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 
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position which the American 
craftsman has held in window 
technique will do well to examine 
their progress and gird himself 
for fresh effort. 

In gathering these facts con- 
temporary news and views of the 
profession have not been neg- 
lected, but the subject-matter of Vol. X JANUARY, 1927 No. 1 
the issue has been so handled as 
to preserve much of the spirit of 
the review = oe ~ 
tent. “A Red-Letter Year for e 4 
British Display,” by Richard Fourth Annual Display Review 
Harman, “The we ga pe 
and Dimensions,’ by eorge : 
Grimm, a prominent German } O N T E N T S 


critic, and “Is Futurist Art to 
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Fig. 1—60 in. high by 
47 in. spread 


Fig. 2—60 in. high by 
39 in. spread 


Price, $150.00 per pair, 
or $75.00 each 


T hese figures are made of durable composition material and 
finished in silver leaf, with black base. A beautiful novelty 
for draping used very successfully now by out leading stores 


Ghe Botanical Decorating Co. 


(ESTABLISHED 1896) 


1319-327 W. Van Buren Chicago 
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We Want YouasaMember of Our Staff 


ERVICE has been mocked and jeered by 
the frequency with which devotion to its 
observance has been discovered to be 
pure and undiluted bunk. But in most 
of the relationships of business it is a 

requirement which both of the parties to the trans- 
_action dictate. In no field is genuine service more 
necessary than in that of the trade publications. 

It does not take the average man long to distin- 
guish between good and shoddy merchandise, and 
especially is this true of information. In this era 
of intensive specialization news is acknowledged to 
be a commodity, and its buyers demand that it shall 
be clean, truthful and authoritative. If it assumes the 
merest vestige of propaganda or betrays the evidence 
of insincerity, its value vanishes. 

In the trade field there are none of the great press 
associations which feed the dailies, and but little of 
the internal organization for gathering news which 
these great publications have built up. The sources 
of news are so scattered and so casual that such or- 
ganizations would be useless. 

The best source of news for the trade publication 
is among its own readers and their brethren in the 
calling. No intermediaries are necessary or advisable. 
What the reader wants is a slant at the other fellow’s 
methods, his troubles, and his accomplishments. He 
seeks information concerning the details of their work 
and knowledge of methods by which his task may 
be eased and improved. The only satisfactory way 
of producing these stories is through contact with 
genuine tradesmen. ‘ 

Applying these principles to The DISPLAY 
WORLD, it can be seen that the only practical 


method for the editor to pursue in producing a maga- 
zine of service is to go straight to the display pro- 
fession and industry for ideas and information. This 
has been done consistently and will be continued. 


The DISPLAY WORLD is at once a digest of 
trade activity and a survey of professional technique. 
but as there is more instruction in actual perform- 
ance than in delineation of method, most of its atten- 
tion has been given to portrayal of the displayman’s 
and national advertiser's efforts as they transpire. 


The year which is beginning should be a mem- 
orable period in the careers of all who are interested 
in display. On all sides appear omens of changes in 
merchandising, in business objectives and in methods 
of advertising. It will be a period in which red- 
blooded and hustling folks will be on their toes. 


Our readers must be our reporters. To them we 
must look for accounts of what they and their fel- 
lows are doing; to them we must look for photo- 
graphs and descriptions of their windows and their 
display lithography. 

We want you to join our staff. When you con- 
struct a pleasing and sales-stimulating window, let us 
have a photograph and a description. If your display 
service installs an unusual type of national adver- 
tiser’s window, tell us about it. If your firm finds a 
new or better means of window publicity for its na- 
tional or sectional campaigns, tell us about it. The 
personal effort will be comparatively slight, but the 
consequence of this cooperation will be vastly in- 
creased efficiency for your publication, and thus ma- 
terial benefits for all interests in its field—-WINDOW 
DISPLAY. 
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Display by James McCreery & Co, New York City 


INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 303 Fifth Avenue, New York City 
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Send for Your Copy of 
Schack’s New Spring 
Flower Book Today! 
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May We Send You a Copy Free! 


Schack’s New Spring Flower Book, consisting 
of 24 pages in color, illustrates hundreds of 
new, novel and original decorative suggestions 
that will help you make your windows more 


“Wia" in Your Wistow Displays attractive anid mviung, 
Write for Schack’s New Spting 


F R E E Flower Book today and see what is 


for the asking New at prices lower than usual. 


Schack Artificial Flower Co. 


Main Office & Factory ° Downtown Salesroom 
134-140 N. Robey St. Chic ago : 63 East Adams Street 
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A Millinery Display That Gets Out of the Rut—“Hunter Green” Hats Given Interest ‘by a Vacation Camp Setting 


THE DISPLAY WORLD 5 


More Effective Settings for Millinery 


Since the Origin of the Pattern May Be Traced to Subjects of 
Popular Interest, Windows Should Emphasize These Points 


By W. L. CAVALIER 
Display Manager, The Bon Marche, Grand Rapids, Mich. 


OW shall we show millinery?” There is a 
phethora of displays of hats reposing on 
pedestals or planted stolidly and solidly 
upon the china coiffures of the grotesque 
special heads which are the latest and new- 

est in this field of endeavor. But this seems to be the 
ultimate in the mass of showings and, perhaps wisely. 
There is danger that the dramatization of the plain 
headgear of the moment may, by artful backgrounds 
and special settings, overwhelm the featured wares. 
However, with care in handling,this danger may be ob- 
viated without impairment of the scenic effects which 
are relied upon to enhance their attractiveness. 
Certainly it is as reasonable for the displayman to 
envelop his hats in romantic surroundings as it is for the 
designer to have recourse to the moving and inspiring 
events of history, past and contemporary. In consider- 
ing the forms which millinery takes, it is no revelation 
that the designer frankly turns to industry, to sport, to 
things military, and even to current events for ideas. 
Go back fifteen years and an inquiry into prevailing 
styles, shows the famous “Merry Widow” sweeping two 
continents as the musical comedy of the same name 
sped through its hey-day. Later during the World War, 
there were bonnets that imitated the shape of a French 
officer’s cap; then contortions of the allied soldiery’s “tin 
hats,” and, more lately, with the increasing interest in 
sports, and sports wear, have come hats frankly man- 
nish and following closely in form the pattern of the 
familiar “fedora.” : 
There is no secret about the cause which inspired 





this swift pursuit of dramatic episodes in current events, 
nor the less frequent resort for motifs to ancient hel- 
mets. The object is to fashion patterns which will 
play upon popular fancies and ride through to success 
upon the interest and appeal which their association 
with prominent people or outstanding events produces. 

Since the display window is the spot at which the 
buyer comes in touch with the new pattern there is every 
reason for exploiting to its fullest every feature which 
adds to its charm or swells the interest of the viewer. 
In this field the identification of a Spanish sailor with 
Raquel Meller, or relation of a sport felt to a college 
gridiron hero strike me as not only valuable but essen- 
tial. Where such intimate association with the great 
and momentous is not possible the call upon the inven- 
tiveness and resourcefulness of the displayman is even 
greater. 

I feel that one of my recent displays may be in point 
in illustrating methed that I would endorse for such 
occasions. I have in mind the setting which I provided 
for a showing of “Hunter Green” hats. The name 
betrays no connection with any specific event or person 
but it rouses immediately visions of the chase, of vividly 
dressed hunters, of baying hounds, of streams and woods 
and thickets through which prodigal rays of sunlight 
filter with difficulty. I doubt if even the least sophisti- 
cated passer can look upon a showcard which blazons 
this name without a mental joinder of the featured 
wares with the pleasures of the hunt. 

Perhaps it would be more appropriate to say that 
(Continued on page 62) 
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Are Your Windows Selling Shoes? 


Or Are They Merely an Indication That Behind the Front 
of Glass and Paneling There is a Shoe Store? 


By S. J. KACZMAREK 
Display Manager, Florsheim Shoe Store Co., Los Angeles, Cal. 


F there is a field of display from which 
moans, wails, cries of distress and help 
emanate in a greater profusion than from 
the shoe business, men’s shoes particu- 
larly, I have yet to learn of it. “Shoe 

displays, I abhor them!” is a common outcry. “You 
can’t do anything with them; they do not bring the 
desired results and it’s impossible to make them at- 
tractive and compelling; why, it just can’t be done!” 
This thought is manifested not only by displaymen 
employed in the large mercantile establishments, but 
also those in the employ of exclusive footwear shops. 
A sad state of affairs, very sad. 

Why? Why all this lamenting where keen com- 
petition and enthusiasm over amazing results should 
reign supreme? Primarily because the average shoe 
displayman is not even remotely acquainted with the 
first principles of shoe display, much less being thor- 
oughly grounded in the fundamentals and intricacies. 
This is astounding, nevertheless a fact. The existing 
conditions in this department of the display field are 
so deplorable, it is more than my imagination can 
perceive how any merchant can be contented and 
satisfied. 

Last summer, while on a vacation tour through 
San Francisco, Oakland, Portland, Seattle and Van- 
couver, I made it a point to look at the principal 
shoe displays. I was prepared to discover a vast num- 
ber of innovations and thought that by the time i 








A Slightly Different View of the Florsheim Shop in Los 
Angeles Showing Further Mr. Kaczmarek’s Style 


reached Los Angeles I would be so crammed full of 
ideas that I would not have time to take a vacation 
for the next five years. What a bitter disappoint- 
ment awaited me instead! The men’s shoe display, 
from the decorative and artistic standpoint, were the 
best I have ever seen. But the shoes—I began to won- 
der how some people “get away with murder.” I had 
been unable to locate one pair of shoes that would 
pass inspection as a high standard article of display. 

In an attempt to solve the perplexing mystery of 
shoe, display the displayman invariably takes into con- 
sideration every phase of the display except the shoes 
themselves—and right there is where lies the source 


Here Mr. Kaczmarek Uses His Dark Leathers as a Border for the Featured White Shoe—Show Cards Are Also Prominent 
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of all trouble. In all shoe displays, the shoes are of 
paramount importance—do not allow yourself to be 
swayed from that fact. From bitter sales’ experience 
we know that people have the impression that all 
merchandise looks far better in the windows than on 
the shelves in the store. Can you imagine the re- 
action from a sloven-looking shoe and how the pros- 
pective customer pictures it to look in the store? And 
yet the merchants cannot understand why hit-or-miss 
displays do not sell shoes. Instead of creating a 
creditable impression for the establishment they rep- 
resent, they hurt not only the merchant but the manu- 
facturer who has established a prestige for his prod- 
uct through long years of constant promotion. 


If the manufacturers of high-grade shoes could 
perceive the value of window displays as highly im- 
portant sales factors, they would employ display 
specialists who would render display assistance to 
their dealers and teach the merchants or their display- 
men the fundamentals of display. I can see now that 
the time is not far off when such will be the universal 
practice. The assistance that is provided now in the 
form of advertising matter, usually relegated to the 
waste basket, will be replaced by individual instruc- 
tion from highly capable display specialists. There 
are thousands of dollars wasted on advertising helps 
that bear very little fruit. The cost of a display spe- 
cialist would be a mere trifle in comparison with the 
huge sums now spent on advertising matter that is 
never used. 


In the first place, the shoes do not receive the 
necessary attention to make an appealing presentation. 
The average displayman takes a shoe out of the cat- 
ton, stuffs it with a piece of tissue paper, wipes it off, 
and it is ready for the \ indow—at least that is the 
displayman’s illusion. 


Good shoe displays are possible, but they require 
no little effort, perseverance, good judgment, and, 
most important of all, common sense. You would 
not think of displaying a suit of clothes taken from 
the shipping crate without having it pressed, yet most 
of the shoes travel to the windows via this route. 
You would not display a coat without sleeves and 
let the customer imagine how it would look on him, 
with sleeves ; yet very few shoes are shown lasted and 
laced so that the customer can see the shoe in the 
same condition as when placed on the foot. 


When a line of shoes arrives, pick out the best 
looking pair; see that the stock is flawless, the tips 
the:same, the stitching ‘strdight, and the general ap- 
pearance of the shoes more or less perfect. If the 
manufacturer uses a poor quality of laces, substitute 
a good, high-grade pair. Last the shoe with tissue 
paper so as to bring out the smart lines of the pat- 
tern. Stuff it just enough to make it appear as if it 
had a normal foot in it. Lace it neatly, to the top, 
tie a.neat bow and see that the lace ends‘ are even on 
both’'sides of the bow. When the shoe is properly 
stuffed, the instep is raised so that there is enough 
tension between the instep and heel counter, to 
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straighten out the bulging sides, inward or outward, 
around the ankle. 


This takes quite a bit of practice, as the shoe must 
never look overstuffed, nor have a flat, sickly appear- 
ance. It must be smoothly finished. Take some wax 
paste and cover the entire shoe with a light coat— 
this fills up all pores and gives the leather an appear- 
ance of a fine smooth texture: Then apply a good 
grade of polish, using plenty of friction to bring out 
a gloss. Do not forget to polish the sole edges. Put 
a piano finish on them, for they have the same effect 
on the shoe as a frame on a picture or a border on a 
table scarf. Trim all thread ends down to the leather, 
not letting any stick out even a thirty-second of an 
inch. High shoes should be wet-lasted so that the 
tops will be as smooth as the vamps. 


The second gross violation of sound display 
principles is the lack of attention in placing the 
shoes in the window. Very few shoes are setting 
true—straight. They either lean in or out, but to 
many displaymen this’is an insignificant trifle. Is 
it? If a shoe is off, let us say only one-sixteenth of 
an inch, regardless of how beautiful the shoe itself 
is, it looks sloppy. It creates that impression in the 
customer’s mind and he will not be very enthusiastic 
about buying a pair of sloppy-appearing shoes—you 
can bet your last dollar on that. Shoes must be placed 
in the window with almost microscopic precision, 
otherwise all other efforts will be fruitless. It is 
almost amusing to watch the displayman who trims 
an entire window from the inside without once going 
out to look at it from the exterior. You can’t do 
justice to your profession putting in a trim that way. 
It just can’t be done. You might just as well recon- 
cile yourself to that fact right now. Such a display- 
man is robbing his employer of thousands of dollars 
a year, only the employer does not know it. If he did 
there would be a new displayman on the job. 


These fundamentals are only a few of the many that 
could be listed, but they are highly important despite 
evidence that slight attention is paid to just such little 
things. Does it pay to expend all this effort? Let me 
cite a concrete fact: We opened a new store just a 
half a block away from the old store and it is show- 
ing a 50 per cent increase over a year ago, the old 
store showing a substantial increase also. There are 
five other exclusive shoe stores in the same block and 
I hope there will be five more next year—then we will 
be assured of a 100 per cent increase, as they will 
serve to draw the volume for us. The more com- 
petition there is to encounter, the better are the 
chances of success for the wide-awake merchant. 


Many articles can be written on the technique of 
arrangement of units in a display for it is not seldom 
that the wrong type of shoe assembled in a unit of 
four or five has a disastrous effect on the whole group. 
Selection of proper types and styles of shoes for 
groups or units is the very.essence of salesmanship. 
This phase, however, covers such a broad field that I 
will not delve into it now—perhaps at another oppor- 
tunity. 
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Staggered Lettering and Graphic Pictorials Feature the “Show Cards” Which Mr. Martin Uses 
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* Gas SERVICE lessens Labor 





A GROUP OF TYPICAL MARTIN DISPLAYS— Gas service receives more attention than appliances in Martin productions. 
In this group the upper left preaches time economy in cooking, the upper right, progress since 1857; below at the left is a 
general message, while at the right, gas rates of today and the time of Charles Dickens are favorably contrasted. 











January, 1927 


THE DISPLAY WORLD 9 


His Displays Rob Service of its Mystery 
The Contribution of His Utility to Gotham Life Is Made 
Plain to the Passer by Ray Martin’s Work ; 


By COLEMAN W. McCAMPBELL 
Assistant Advertising Manager, Standard Gas Equipment Corp, New York City 


OME men are ambitious in conversation. 
Others are ambitious in action. Ray Mar- 
tin, who is in charge of display for the 
Consolidated Gas Company, of New York 
City, is both. In a few years he has 
created a display department that has put his com- 
pany in the front rank for gas iadustry display mer- 
chandising. More than that, in New York City, where 
display competition is keenest, his windows have at- 
tracted widespread attention. Experts here and in 
England have frequently commented on them, while 
only recently Georges Benoit-Levy, civic and com- 
mercial expert, paid them a flattering tribute in Mon 
Bureau, of Paris, the leading French magazine of 
commercial and industrial organizations. 

It was in October, 1922, that Ray Martin began 
his apprenticeship on the sales floor of the New York 
Consolidated. As an appliance salesman he learned 
the effect of attractive window display. A general 
display department was later created with Mr. Mar- 
tin in charge. At that time he had one assistant and 
his ideas were executed, in piece-meal style, on the 
outside. 

On August 1, 1925, he moved into the’ spacious 
studio which is on the top floor of the Fifty-seventh 
Street Building of the New York Consolidated. This 
studio has the latest mechanical devices for produc- 
tion of window displays, including electrical equip- 
ment for lighting effects, dummy window apparatus 
for facilitating quick duplication of units for win- 
dows of branch offices, etc. Of particular interest is 
the dummy window at one end of the studio. This 
window is complete with lighting, draperies, etc., and 
is a composite arrangement of all the windows of 
the company. A display is first set up in this win- 
dow and then duplicates of the display units are made 
for simultaneous use in the nine branch offices. As- 
sisting Mr. Martin are two pictorial artists, one let- 
terer, two window setters and one construction man. 

The most impressive thing about Ray Martin and 
the studio, aside from the fascinating glimpses you 
get of colorful work in process, is that everything is 
organized and scheduled. He may show an artist’s 
temperament in writing the copy for his display cards 
between the hours of midnight and 3 a.m., but he 
shows his practical side in the smoothness with which 
the studio operates and in the fact that each window 
has a definite sales appeal. Displays are scheduled 
months in advance so that there are always three or 
four in various stages of production. Often a great 
deal of research is necessary to have the details cor- 
rect. 

So much for the man, his method and equipment. 











“On the Job”—Ray Martin at His Desk 


Now for his ideas and ideals, for the two go hand in 
hand with the real artist. 

Mr. Martin believes in humanizing gas appliances 
and in dramatizing their application. Most of all, 
however, he believes in the necessity for humanizing 
the gas industry in the eyes of the public, because 
cordial relationship with the public is of the utmost 
importance to any utility or corporation. For the 
same reason, Mr. Martin, in his displays, sets out to 
sell the idea of gas to the public—so completely and 
insistently—that they will think of it as the para- 
mount fuel for all cooking and heating needs. He 
does this rather than exploit the appliances of any one 
manufacturer. Selling gas is of first importance. 
Selling a particular trade-marked appliance is sec- 
ondary, for none but the best appliances, appliances 
which have been approved by the A. G. A. Labora- 
tory and tested in the Consolidated’s own laboratory, 
are sold by the company. 

With this in mind, the next time you are in New 
York note the windows of the Consolidated Gas Com- 
pany at their West Fifty-seventh Street branch. You 
will find that one is usually devoted to selling the gas 
industry itself and that others sell gas for cooking, 
gas for hot water, gas for house heating, gas for in- 
dustrial use, etc. These are what he terms “no appli- 
ance” windows. In some of the windows you'll find 
nationally known appliances prominently exhibited, 
but in such a way that they are subservient to the 
service of gas as a fuel. 

This is a big idea—and an idealistic one, too, but 
Ray Martin makes it practical with his human, dra- 
matic treatment. 
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How the Agency Regards. Display 


Traditional Insistence Upon Supplying Complete Service to Clients 
Impels Advertising Counsellor to Embrace New Medium 


By WILLIAM B. BENTON 
Manager, Trade and Industrial Division, George Batten Co., New York 





Are advertising agencies fitted to handle the prepara- 
tion of window displays? At first glance it seems that the 
only inherent qualifications are acquaintance with copy, 
paper, art and typography, ‘and that the presentation of 
merchandise in the window, the relation of “copy” to sell- 
ing force in displays, and all of the properties which 
render the window different from the poster, car card and 
newspaper seem to establish display as an advertising 
medium wholly foreign to the agency’s field. 

But it must not be forgotten that changing business 
conditions have exerted a powerful effect upon the form 
and activities of the agency. Originally a mere means 
of placing advertising, successive developments of busi- 
ness have changed it into a merchandising organization 





THE AGENCY HAS ALWAYS ADAPTED ITSELF TO BUSINESS CHANGES 


.which surveys the field, appraises sales possibilities, de- 


termines the type of copy and the typography and art to 
be used. Increasing business complexity is influencing 
the agency toward further specialization, and window 
display as one of the manufacturer’s difficult advertising 
problems is thus being attacked. 

The George Batten Company, one of the large agencies, 
met changing conditions by establishing a “Trade and 
Industrial Division.” One of the high-lights of the recent 
Window Display Advertising Association convention was 
an address, published in part below, in which Mr. Benton, 
head of this division, revealed how his organization was 
anticipating clients’ demands for aid in solving their dis- 
play problems. 








OME of my friends in the window display busi- 
ness raise their eyebrows when the subject of 
agency interest in window display is brought 
up; in fact, some of my friends in the agency 
business raise them a little when they talk of 
window displays. The skeptics don’t deter me. 

The interest of agencies in window displays is decidedly 

growing. I see lots ‘of evidences of it, and I believe when 

you have heard them you may have a little different slant 
on what part the agency may play in the future on the 
creating and buying of window displays. 

The agency is becoming more interested in:window displays 
today, but not because it is looking for more fields to conquer 
As a matter of fact, the agency thinks it has plenty of fields 
already. The agency is interesting itself in window displays 
because its clients, the advertisers, seem to benefit by such 
interest. 

If you look back at the expansion of agency service in 
the past thirty or forty years, I think you will find that the 
needs of the advertiser have determined almost every service 
or feature that the agencies have added. 

Thirty or forty years ago when the agencies were merely 
selling space for the magazines, the advertiser didn’t look 
to them for anything except the space. It wasn’t long, how- 
ever, before some advertisers who bought the space didn’t 
know what to put in it. They wanted help on their copy. 
That was the start of the agency copy department—a copy 
department consisting of the stenographer or the office boy, 
who sat down and with his left hand specified a big logotype 
and a snappy slogan. 

Soon such copy was found wanting. Better copy was 
needed, better art, real craftsmanship in the production of 
advertisements. This need gave rise to the “star” copy 
writers and art directors, the typographical experts, and so 
on, all the various departments of the large specialized 
agency of today. 

I think all of us can remember when the agencies first 
inaugurated marketing departments. These departments 
analyzed counties by purchasing power, laid out sales terri- 
tories, and so on. That expansion of agency service was 
prompted by the needs of the advertiser. He wanted in- 
formation on how his competitors were marketing their 
goods—he required an analysis of his sales territories, etc., 
and he looked to his agency to give him that information. 

The advertisers have needed more and more service from 








their agencies, because the competition, the selling competi- 
tion between advertisers, has grown more and more keen. 
From an agent’s viewpoint you can’t dissociate a window 
display service from the other varied services that advertisers 
are demanding today. It is only in the last year or two that 
advertisers started demanding service on radio broadcasting. 
We have one executive in our company who is rapidly becom- 


ing an expert on radio advertising. The time may come when - 


we will have special radio departments as branches of the main 
copy and service departments. Just where the agency service 
is going, and how far it will go, or how complex it will become, 
I don’t think anybody can foresee. 

I am going to trace for you a little bit of the expansion 
of George Batten Company’s service in the last five years, 
which I know is representative of the expansion by most of 
the large agencies. I am going to illustrate this expansion by 
telling you about the work that I am engaged in; that is, 
the part of our service of which I am best qualified to speak. 

About five years ago, due to a big industrial magazine 
schedule for Exide batteries, which are now being advertised 
in thirty or forty trade and industrial magazines, George 
Batten Company took one man and said, “You shall be our 
industrial advertising department.” Today that man has 
grown into thirteen men. Those men constitute practically 
one-half of the entire copy department. We call them the 
Trade and Industrial Division. That department consists of 
myself, who heads up, the department, eleven copy writers. 
and an art director. The department prepares direct mail 
and direct advertising of all kinds—booklets, broadsides, 
package inserts—yes, and packages—all kinds of trade paper 
advertisements, industrial magazine advertisements, advertise- 
ments for the professional magazines, counter cards and win- 
dow displays. : 

All this work is just a part, and, of course, a very im- 
portant part, of the gradual expansion of agency service that 
has been going on in the past four or five years. 

The Trade and Industrial Division today does such a 
volume of business that it could hang out its own shingle. 
I'd like to own all the stock in that fictitious company. 

Most of the services the Trade and Industrial Division. 
renders were undreamed of even five or six years ago. The 
advertisers, our clients, worked with printers, or hired their 
own copy writers. Since we started the Trade and Industrial 
Division several of our clients have eliminated their advertis- 
ing departments completely. The big advertiser, of course, 
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can never do that. Our biggest clients still have large de- 
partments—one has over 100 people in his advertising de- 
partment in addition to relying on the Trade and Industrial 
Division for a part of his trade and direct mail copy. 

Now I am going to show how the Trade and Industrial 
Division functions, and particularly on window displays (I am 
getting to my subject after quite a long windup), by giving 
you an illustration of the service we are rendering to one 
of our newest clients. 

About a year ago George Batten Company was appointed 
the agent for one of the largest companies in the drug field. 
That company expected certain kinds of service from us, and 
we expected them to expect those kinds of service. We 
have designed packages for them, though but little of the 
consumer advertising has as yet appeared in the magazines. 
We are to write package inserts, broadsides, trade paper 
advertisements—yes, we are supposed to be able to give the 
message of the sales department to the trade even better than 
can the sales department. We are to write bulletins to this 
client’s salesmen—not all the bulletins, but some of them. 
And we are to work with that client on his window displays. 
We aren’t going to be asked to come over and look at a 
bunch of sketches lined up against the wall and say, “Well, 
I like the one in the corner.” No, that isn’t the kind of 
work we were going to do; we were expected actually to 
submit sketches and make definite recommendations on dis- 
play material as well as on the general plan of distributing 
displays and the general display program. 

We are starting to do this now. We have already done it 
in one or two cases on one or two of the client’s products. 

If there is any manufacturer who should be display-wise, 
this manufacturer is the one. I think they have bought more 
display material in the last ten years than probably any other 
concern in the country. I know their appropriation runs into 
hundreds of thousands of dollars every year, and they have 
spent millions and millions during the past few years on dis- 
plays and the distribution of displays. They have one of the 
best displaymen in my acquaintance in charge of their display 
work, 

During the past three, or four years we have worked with 
some of our biggest clients on their window displays. I will 
tell you a few of them just to give you an idea of the kind 
of firms that are looking to their agencies for window dis- 
play assistance. A few of them are the Clicquot Club Ginger 
Ale Company, the Armstrong Cork Company, Pro-phy-lac-tic 
Brush Company, Fruit Dispatch Company, Johnson & John- 
son. Those are just a few; there are a good many more. 

Just what work have we done? Of course, it has varied 

a great deal. Every case to date has been different. In one 
case we made the sketches and turned them over to the client. 
By the sketches, I mean the “tissue*roughs.”’ The client would 
take them and call in producers of display material and get 
their estimates. Sometimes we bought the finished art work. 
Sometimes we called in the producers of display material our- 
selves, two, three or four of them, and worked with them, giv- 
ing them all our ideas, all the information we had, and finally 
approving the sketches or suggestions of two or three as 
worthy of submission to the client. 
' Sometimes we decided with the client exactly what the 
theme of the display should be, and then the client called in 
the producers of display material and gave them that infor- 
mation, finally discussing with us the sketches that were 
submitted. 

Sometimes we have merely been called in to give our 
opinion on a sketch as .a final check before the order was 
placed. : 

So there have been all kinds of ways of working with our 
clients. The way followed in any single case depended on the 
ideas of our representative on the account and the ideas of 
the clients. 

There hasn’t been any standard:zed procedure at all, but 
we have been working towards such a procedure in the hand- 
ling of window displays. 

There isn’t a doubt in my mind that, in the buying of 
window displays, the advice and assistance of the agency is 
going to be sought more and rhore, particularly by the large 
national advertiser who spends a great deal of money in maga- 
zine and newspaper advertising. 
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What we are all interested in is what affect is this going 
to have on the advertiser (who, of course, is the most im- 
portant), on the producer of display material and on the agent? 

The first thing to consider is “How does this affect the 
advertiser ?” 

Advertisers until a year or two ago almost invariably 
handled their own displays; in fact, most advertisers still do. 

They interview lithographers and producers of display 
material; they buy the bright ideas and good ideas. They’ 
buy their displays in plaster, wood, metal lithography—any- 
thing they happen to like. Most ideas are submitted to them 
on speculation, and the advertiser buys them or not, just as he 
pleases. He buys them on “hunches” usually—maybe because 
the sales manager’s wife likes the picture of a girl. 

A great many factors enter into the buying, but usually 
the predominant factor is “hunch,” instinct, personal pre- 
ference, whatever you choose to call it. Sometimes, of course, 
such buying results in very, very good displays, there is no 
doubt about that; but I know a great many of us, who are 
honest with ourselves, will admit that all too frequently it 
hasn’t resulted in the best of displays. 

Men who are in the businessof selling displays of necessity 
have got to get the business, have got to keep their presses run- 
ning. They aren’t in a position to advise an advertiser from 
whom they may get one order and never another. Nor is the 
advertiser in a position to.follow their advice, because they 
are trying to sell him something, and he looks on them some- 
what with suspicion. He doesn’t take the display producer 
into his confidence 100 per cent. If he took all the producers 
who called on him into his confidence he’d be telling them 
about his business all day long. 

In my opinion, the advertiser has been suffering very fre- 
quently by getting poor displays. That is the crux of the 
matter which you have got to come back to every single time, 
and this whole talk revolves around getting the advertiser 
better displays, and how it is going to be done. 

Now, how can the entrance of the agency into the discus- 
sion of the advertiser’s display—how may this improve the 
quality of the displays? Of course, we don’t know yet; this 
hasn’t been adequately tried; not many advertisers have 
worked with their agencies on displays. _But some of the 
large advertisers have decided that the agency can help them 
to improve their displays, and that is being tried today. 

I believe from my experience that the agency can do a 
good deal to improve the effectiveness of display material. 
The agent can steer the advertiser off the ill-advised trick 
ideas—not that the trick idea isn’t often very good, but often 
it is very bad, too. 


I think the help’ of the agency will often settle a manu- 
facturer’s mind very quickly and very easily as to his proper 
display course. I have walked into the offices of some of our 
clients and found them sitting in front of fifteen or twenty 
display sketches, tearing their hair and calling in the plant 
superintendent and the office boy and the stenographers and 
asking them which of the displays they like best. The client 
is all up in the air. He has so many sketches he doesn't know 
which to pick. He thinks this one looks good, that one has 
these advantages, etc., etc. The best displays haven’t come 
out of such buying. 


The agent has the advertiser’s confidence. He is more or 
less in the position of a disinterested third party. He knows 
all about the advertiser’s business from an advertising stand- 
point, all the various phases of the advertising activities, and 
he can help the advertiser get a display that ties in with the 
rest of the program. The importance of the tie-up has 
probably been discussed here many times. We all admit it is 
very important. 


The agent can do this steering a good deal better than 
the advertiser himself can. First, because he knows more 
about advertising, and, second, because the advertiser but 
seldom looks at his advertising from the point of view of his 
entire advertising budget or advertising activity. 

I have been discussing the production of the display 
material itself, but the same reasoning applies to the general 
display plan and the distribution of displays. We all know 
lots of advertisers who have been just as ill advised on the 


(Continued on page 44) 
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Santa Trades His Sleigh for an Engine 


A Variation of the Traditional Christmas Parade, Inspired by 
the Shrill Blast of a Locomotive, Stirs Battle Creek 


By WILLARD E. BERGY 
Display Manager, Schroder Bros., Battle Creek, Mich. 


ET me tell you of a “toy opening” and 
“Santa Claus” stunt that I feel has not 
been beaten in any city, large or small, 
from the standpoint of spectacular effects, 
good-will promotion and entertainment 
for the children. This is a page from my personal 
experience occasioned by the 1926 holidays and re- 
counts a plan for arousing public interest and setting 
tongues wagging that “sure got results.” 

Now we happen to have in this town a factory 
that uses a small locomotive for switching that is an 
almost perfect exaggeration of a German toy engine. 
One night while working late I heard: one of these 
screechy little fellows whistle and an idea struck me 
that was developed into our “stunt.” 

At once we started"preparations for the coming of 
Santa Claus, and among the first projects attempted 
was a scheme to bring the old saint in on “his own 
train.” Pending completion of preparations we 
trimmed our, entire front with toys except for two 
windows which we left partially empty. In our 
island window we placed a mechanical lion, posed 
on a floor covered with sawdust, with a huge bone 
in front of him to add realism to the scene. Around 
the exterior of the window we built a wooden cage 
and painted it black to resemble iron, and then we 
went to work to clear the way for Santa’s coming. 

The next day we got busy making arrangements. 
First, we won permission from the owning company to 
use the locomotive and then pulled the strings to se- 
cure permission from the city and the street car com- 
pany to run it over their tracks. Still another re- 
quirement was authority from the Michigan Central 
Railroad to use their tracks to transfer to the city 
lines, but in this case, as well as the foregoing, our 
requests were readily granted. 

After obtaining the promise from the street car 
company of a flat car which balanced in size with the 
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Much of the Success of Schroder’s Drive Lay in Exterior 
Decorations Created by Mr. Bergy 


engine, we opened up our publicity. For several days 
in news stories and advertisements we told Battle 
Creek people that Santa was to come to our city in 
his own train and that he would proceed directly to’ 
Schroders’. 

When the eventful morning of the celebration 
came we had the car decorated in red and green crepe 
paper and covered with boxes of toys addressed to 
our store. The first time the engine came puffing 
down Main Street, going westward, Santa was not 
on it, and the masses of children and grownups who 
had assembled to view the affair wondered whether 
the jolly little fellow had been lost. 

With the boxes addressed to the store and a few 
toys shown loose to carry out the idea, we had the 
stage laid for our spectacle and we added to this with 
a large banner reading, “Santa Special,” on the engine 
and big green and red tassels on the front. 

Well, the train came back into the city with bell 
ringing and the whistle screaming and Santa riding 
on the carload of toys. The train stopped right in 





GLIMPSES OF THE SCHRODER CHRISTMAS OPENING—Left, Mr. Bergy’s Ferocious Lion Growling Over a Big Bone; 
Right, a View of the Crowds Around the Battle Creek Store When Santa’s Train Arrived; the Cab of the Locomotive Can 
Be Seen at the Extreme Right 
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At no time in the history of merchandising has the 
quest for novelty been as furious as at the present, 
and never have store executives and advertising men 
struggled as manfully to cope with a situation as they 
are now doing. So keen has the search for originality 
been that many of them have been despaired of produc- 
tive new ideas and have pessimistically declared that 
“It’s all old stuff; there’s nothing that hasn’t been done; 
the public is jaded with spectacles.” 

Right here is where Willard Bergy, display manager 
for Schroder Bros., Battle Creek, Mich., puts in a pro- 
test, and rightly, for Mr. Bergy has pointed the way 
to a new plan for Christmas promotion which makes 
it possible to escape the stereotyped forms usually fol- 
lowed. 

If there is a field for display which has been any more 





HERE’S PROOF THAT YOU CAN ALWAYS GIVE A NEW TWIST TO AN OLD THEME 






strongly worked than the holiday season the records do 
not disclose it. Santa Claus parades, reindeer, aeroplane 
flights, Christmas chimneys, and a host of similar de- 
vices have been used to stimulate popular interest in 
the yuletide and to encourage buying. Bergy found a 
different idea for 1926 that made Battle Creek pause in 
bewilderment and then to mass in huge throngs about 
Schroder Bros. windows. 5 

With commendable modesty he limits his account of 
his unusual experiment to a recital of the facts. He 
merely alludes to the source of his idea and the manner 
in which he wrung from it every possible bit of public 
interest. He does not lay emphasis upon the manner in 
which he worked out his scheme for the climax of his 
unique holiday drama, nor the alertness which caused 
the shrill whistle of a locomotive to suggest its setting. 








front of the store and didn’t bother about how many 
street cars were stalled or how much traffic was 
blocked. Santa was engaged in the most important 
business that can be imagined—bringing toys to the 
children of Battle Creek. 

So they all had to wait while Santa with the crowd 
of shouting children filling sidewalks and streets, as 
the newspapers said, alighted from the train, and went 
upstairs to the toy department and then had his 
“funny” helpers unload the toys. , 

This was my assistant and I who had “made up” 
in grease paint as clowns and rode in on the front 
of the locomotive. The engineer was in a red suit 
and we had a little boy on the flat car dressed as a 
clown and a “Zulu” in full war paint, representing 
the Zulu Blow Gun Co., a local corporation. We 
unloaded the big crates of toys and carried them into 
the partially trimmed windows, where we went to 
work with a vim and finished the decoration. 

This additional bit of realism made a drawing 
card for the children and helped swell a crowd that 
was so large that we had to request special police all 
along our route. 

But the biggest part of the excitement was to 
follow. The youngsters swarmed into the store, 
through the first floor, and up the stairs to get a 
glimpse of “Old Santa” and to share in the souvenirs 
of candy and whistles he was giving away. 

In a few minutes the third floor was full and the 
stairway and the first floor jammed while hundreds 
were packed at the entrance trying to get in. We had 
to lock our doors several times until we could empty 
the store, and toy and gift sales soared. An addi- 
tional item of great value during the remainder of 
the holiday was establishment of our store in the 
popular mind as the logical gift center. 

For our Christmas trade drive we rigged up a 
huge cut-out of Santa, done in oil colors in our shops 
and large enough to be impressive. With this across 
the store front and carefully designed toy and gift 
displays we have tried to make the most of our op- 
portunity. 

Santa has come to Battle Creek in various ways 
for many years, but our substitution of locomotives 
for reindeer was a distinct‘novelty. I really think that 
it constitutes a big business-getting idea. 





Transforms Hotel Into Farmhouse 


How Display Manager Munroe Did “His Bit’ When 
Store Associates Toasted Carl Schuneman 


HERE is nothing like versatility, which, in plain 

Saxon, is the ability to do a lot of unrelated 

things, or those which seldom are linked together. 

Take the display field, for instance. It isn’t alto- 

gether rare for windowmen to convert their knowledge of the 

artistic into profitable activity in interior decoration for 

banquets and kindred events. However, the occasions are not 

sO numerous as to be passed over lightly. Here is an in- 

stance in which it may be said that this variation of accus- 
tomed work was undertaken as a part of store routine. 

Carl Schuneman, of the firm of Schuneman & Mannheimer, 
Inc., St. Paul, Minn’, has just been appointed as assistant 
to Secretary of the Treasury Mellon at Washington and as- 
sumed his new post on December 25. His associates and 
store employees wanted to give him a royal “send-off” and 
fell back ‘upon a “gridiron dinner” as the most convenient 
means: 

As Mr. Schuneman’s hobby is his farm and his pure-bred 
cattle, this weakness was hammered hard in the celebration 
which was planned. On the Thursday before his departure, 
a “farm dinner” was served to seventy-five department man- 
agers and guests at the St. Paul Athletic Club, at which 
tribute was paid to the departing executive and an abundance 
of good-natured slams taken at his fervor for farming. 

A. G. Munroe, display manager for the store, was in 
charge of decorations and he left nothing undone to give 
the banquet hall a rural atmosphere. On the tables were 
specially constructed pig troughs filled with hay, cabbages, 
potatoes, carrots and onions. Models of cows were used at 
the entrance, and over the door was a sign which read, 
“Entrance to Brandon Farm.” 

And what a dinner was provided! The menu included 
vegetable soup, celery and olives, rye bread and butter, 
corned beef and cabbage, potatoes, lettuce salad, pumpkin 
pie, coffee, popcorn, and plenty of tobacco for corncob pipes 
that were at every plate. That corned beef! It stayed right 
in the center of the table, and guests forgot to talk and 
“jumped” at the chance to share in this rare delicacy. All 
those around the board were decked out in red and blue 
bandanas, and at least imagined themselves “back on the 
farm.” 

In the railery and fun which followed, Mr. Munroe did 
his bit as well. After a “funeral oration,” which was so 
funny that Mr. Schuneman, laughed till he cried, there- was 
much singing and waggishness. Then W. L.-~Mayo, presi- 
dent and general manager of the firm, helped a “policeman” 
to inspect the cider furnished for refreshment, and satite at 
the expense of Brandon Farm began in earnest, with a play- 
let written by Advertising Manager Campbell and presented 
by the Administration Department. This depicted a day 
in Mr. Schuneman’s office in Washington and instructed 
President Coolidge on how to use his new appointee to best 
advantage. Mr. Munroe was a member of the cast. 


’ 
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Kotex Elevates Contest to New Plane 


The Largest N umber of Windows and the Ablest Displaymen Ever 
Recruited Participated in Their 1926 Publicity Drive 


HEN contemplating 
the features which 
distinguished Amer- 
ican display in 
1926, it is impos- 
sible to overesti- 

mate the effect of the window 
contest conducted by the Kotex 
Co. This imposing affair looms 
up mountainlike in the records 
for the year, overshadowing all 
similar events by a magnitude and 
a sweep that had no parallel in 
Objectives or achievements. To 
Kotex belongs the credit for dis- 
covery of the value of the con- 
test as a weapon in the struggle 
for. dominance. To Kotex also 
goes the honor of having first 
conducted a window advertising 
campaign that enlisted sufficient 
windows to give their effort the 
dignity of a genuine national 
campaign. Others have attempted 
this feat, but mever have such 
batteries of windows been en- 
listed, such artful displays been 
created in numbers, nor such 
eminent windowmen rallied to a 
manufacturer’s' standard as in the 
Kotex drive. 

Over eight hundred prize win- 
ners, thousands of participants, 
multitudes of photographs, ter- 
rific increases in sales percentages 
—these are the outstanding fea- 
tures of the contest which was 
concluded on October 31. When 
the manufacturers launched the 
competition they set out deliber- 
ately to surpass the most pre- 
tentious efforts of the past. They 
dazzled displaymen with the size 
of their prizes and electrified the 
ranks of retailers with the enor- 
mity of their campaign. How 
well they succeeded is disclosed 
in a summary of the contest fea- 
tures just released. 

With an offer of $16,000 in 
prize money to be distributed in 
932 awards, they made the com- 
petition so broad that even the 
the most timorous displayman 
felt that he had a real chance if 
his entry possessed merit. More- 
over, the capital prizes were so 
generous that the foremost figures 
in the profession were glad to 
exert themselves to the utmost in 
producing outstanding and sales- 
boosting windows. So successful 


WINNING WINDOWS—Top, 
$300 Prize, O. E. Wheete, Halli- 
burton-Abbott Co., Tulsa, Okla.; 
Center, $200 Prize, W. J. Lapp, 
D. K. Moses & Co., Sault Ste. 
Marie, Mich.; Below, $200 Prize; 
C. W. Ahlroth, May Co., Los 
Angeles, Cal. 
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in this respect was the plan for 
the drive that the list of winners 
in the dry goods classes reads 
like a blue book of display. 

It may have been conceded from 
the start that the chief award 
would fall to a dry goods or de- 
partment store man. With the 
resources at his command, he 
possesses a marked advantages 
over the drug displayman save in 
a few isolated cases. For this 
reason competition between these 
groups was avoided by splitting 
the participants into four classes, 
two taking in druggists, and the 
remainder the dry goods houses. 
The small-town druggists were not 
required to compete with their 
city brethren nor were the small- 
town dry goods men pitted against 
the metropolitan establishments. 
While prizes were awarded to 
stores, it is assumed that the dis- 
playmen will receive credit for 
their accomplishments. 

A summary of the prize list 
shows allowances to 813 winners 
among whom are listed a number 
of the most progressive mer- 
chants of the United States. 
Vying with them was an army of 
retailers that in numbers excelled 
the records of all pprevious con- 
tests. One hundred thousand 
merchants were brought into con- 
tact with Kotex during the term 
of the contest and eighty’ thou- 
sand requested supplies. Never 
in the history of American dis- 
play has there been such an ex- 
pression of interest or accord as 
was exhibited in this competition. 
Nor has the ingenuity of:-the win- 
dowmen ever been put to severer 
tests. If they ever were required 
to use “brains” this was the occa- 
sion. 

Kotex is not packed showily, 
and, under the terms of the con- 
test, was displayable only in the 
carton. This did not lend itself 
to ornamentation, nor, because of 
the delicacy of the subject-mat- 
ter, was it advisable to use ex- 
planatory show cards. Intrinsic 
display possibilities were appar- 
ently confined to the box and the 
cut-out figures supplied by the 
manufacturers. The use of this 
auxiliary was mandatory and it 
served in the long run as_ the 
chief attraction device. 

Its purpose was not disclosed at 
the opening of the contest, but 
astute windowmen were, not long 
in grasping its significance. The 
feminine figure is at once more 
cheerful than that of a physician, 
more productive. of human _in- 
terest, and every whit as useful 


WINNING WINDOWS—Top, 
$300 Prize, H. C. Biane, Visalia 
Drug Co., Visalia, Cal.; Center, 
$500 Prize, E. P. Myles, Ahlman 
Drug Co., Glendale, Cal.; Below, 
$500 Prize, Ropes Drug Co., 
Salem, Mass. 
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in surrounding the product with the atmosphere of medical 
indorsement. This valuable impression was conveyed force- 
fully by the grand prize window, in which Display Manager 
D. P. Smith, of B. F. Schlesinger & Sons, Oakland, Cal., 
used a huge replica of a medical book as the set piece, before 
which a white-gowned nurse, pointer in hand, was posed 
as though instructing a class of undergraduates. The phras- 
ing of this unique show card carried the caption, “The Final 
Perfection of Personal Hygiene—KOTEX,” followed by a 
mass of condensed copy appearing over three illustrations. 


Thousands of photographs poured into the Chicago office 
of KOTEX, where they were inspected by a committee of 
judges, on which sat representatives of displaymen’s organi- 
zations, display services, window trimming schools, and the 
company’s advertising agency. 

The terms of the contest were distinguished by unusual 
liberality. Two dollars was paid for each photograph sub- 
mitted and no entry blanks or other fol-de-rol were required. 
The only demands were for showing of the “Kotex Nurse” 
and display of the product in unbroken cartons. 


The list of winners fairly bristles with familiar names. 
Dave P. Smith, display manager for B. F. Schlesinger & 
Sons, Oakland, Cal. carried away first prize for metro- 
politan dry goods store windows, as well as the $2,000 grand 
prize offered to the producer of the best display submitted. 
His 100-foot windows depicting an up-to-the-minute Kotex 
department, the Kotex mills, and an unusual pose of the 
Kotex nurse, not only won the approval of the judges, but 
scored so heavily with his public that Kotex sales at the 
Schlesinger store leaped 1,300 per cent during its showing, 
resulting in the sale of 5,019 packages. 


The second prize in the metropolitan dry goods group 
went to O. E. Wheete, display manager for the Halliburton- 
Abbott Co., Tulsa, Okla., with such noted displaymen as 
Carl W. Ahlroth, the May Co., Los Angeles; Herman Hagen, 
Daly’s, Milwaukee; Raymond Whitnah, Crosby Bros., To- 
peka, Kansas; L. M. Shearer, Rhoades Bros., Tacoma, Wash. ; 
W. C. Smith, P. B. M. Co., Wichita Falls, Texas, and Dave 
Schaefer, Rudge & Guenzel, Lincoln, Neb., following. 


In the list of $25 winners, notable figures are R. H. 
Longenbaugh, Eagle Stores, Chicago; Wm. Fitzgerald, Young 
Department Store, New Brunswick, N. J.; Ellwyn MacEach- 
nie, Jahraus-Braun Co., Buffalo; William Kenyon, Calendar, 
McAusland & Troup, Providence, R. I.; M. H. Luber, Kil- 
lian Co., Cedar Rapids, Iowa; W. Z. Coy, Miller, Rhoades 
& Schwartz, Norfolk, Va.; John T. Mackey, Herpolsheimer 
Co., Grand Rapids, Mich.; Karl Amrahl, Palace Store, Spo- 
kane, Wash.; Wesley Bartikoskwi, First Street Department 
Store, Duluth, Minn.; Edward E. O’Donnell, Sisson Bros.- 
Welden Co., Binghamton, N. Y.; Everett W. Quintrell, Elder 
& Johnson Co., Dayton, Ohio; E. P.. Darcy, Paris Dry Goods 
Co., Great Falls, Mont., and Stanley J, Powlak, Boston Dry 
Goods Co., Buffalo, N. Y. That these men could be swung 
to the support of a small specialty is a demonstration of the 
impressiveness of the campaign. 

In the race for the honors among the smaller stores of 
this type the participating displaymen were almost as well 
known. J. H. Patterson, display manager for The Weiss 
& Goldring Co., Alexandria, La., won the first prize of $500 
for his firm, with W. Van Ireland, of the Alf M. Reiber Co.. 
Butler, Pa. as the runner-up taking $300. A prize of $200 
went to D. K. Moses & Co., Sault Ste. Marie, Mich., whose 
windows are in charge of Fred J. Lapp. Adrian Pelsman, 
with the Geo. J. Wolff Department Store, Aberdeen, Wash., 
was fourth, and H. B. Kelly, of Ditter Bros., Yakima, Wash., 
and Ivan B. Romig, Johnson & Hill Co., Wisconsin Rapids, 
Wis., were winners of the fifth group. G. W. Steck, Buckner- 
Ragsdale Co., Cape Girardeau, Mo.; Roy Erickson, James 
Hart & Sons, Long Prairie, Minn., and B. Anawalt, Meyers- 
Arnold Co., Greenville, S. C., each won fifty dollars. 

While the bulk of the prizes in these groups went to 
western displaymen, the awards in the drug classes were 
more widely distributed. The Ropes Drug Co., Salem, Mass., 
carried off first prize of $500 in the metropolitan division, 
while a display for the Owl Drug Co., San Francisco, in- 
stalled by E. J. Desilets, won the second prize of $300. The 
Central Cut-Rate Drug Store, Chicago, took third through 
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a window arranged by C. A. Lucas, while H. L. Cowles’ 
showing for Liggett’s at 629 Hennepin Street, Minneapolis, 
was next. Fifth prize was taken by Paul W. Greil’s window 
at Schunke’s Pharmacy, Buffalo, N. Y. 


Other winners in this class were: J. G. Dickins, Schrag 
Pharmacy, Minneapolis; M. T. Riordan, Riordan’s Drug 
Store, Grand Rapids; L. Kaufman, The Owl Drug Co., Sixth 
and Broadway, Los Angeles; C. W..Dore, San Jose, Cal.; 
C. J. Parker, L. K. Liggett, Baltimore, Md.; L. B. Carter, 
Standard Drug Store, Cleveland; H. L. Richards, Civic Cen- 
ter Pharmacy, Los Angeles; A. Butterfield, Retlaw Drug Co., 
Fond du Lac, Wis.; R. F. Webster, Webster’s Drug Store, 
Lowell, Mass.; Cramer Drug Co., Rochester, N. Y.; H. C. 
Herter, Biser’s Drug Store, Philadelphia; John J. Mueller, 
St. Louis; W. B. Westrope, Neil’s Drug Store, Des Moines, 
Iowa; Gallaher Drug Co., Dayton, Ohio; J. M. Skillen, 
McCulloch Drug Co., Pittsburgh, Pa.; W. T. Jensen, Owl 
Drug Co., Ninth and K, Sacramento, Cal.; The Drug Shop, 
Cedar Rapids, Iowa; John A. Klingstedt, Rockford, Ill.; B. 
Hanson, Monarch Drug Co., San Diego, Cal.; R. S. Warnock, 
Warnock Pharmacy, Los Angeles; E. H. Cone, Inc., Atlanta, 
Ga.; E. L. Mallory, Fern Pharmacy, Portland, Ore.; Frank 
Noles, Noles Pharmacy, Columbus, Ohio; W. J. Witte, Eng- 
land & McCaffrey, Utica, N. Y. 


California led in the smaller cities awards, the Ahlman 
Drug Co., Glendale, and the Visalia Drug Co., Visalia, being 
respectively, first and second. Drug stores scattered over 
the entire United States shared in the minor awards. The 
full list consists of: First prize, $500, E. P. Myles, Ahlman 
Drug Co., Glendale, Cal.; second prize, $300, H. C. Biane, 
The Visalia Drug Co., Visalia, Cal.; third price, C. H. H. 
Rhodes, Brown Pharmacy, Store No. 2, Chanute, Kansas; 
fourth: prize, $100, Jos. B. Clower, Schmitt’s Drug Store, Inc., 
Woodstock, Va.; fifth and sixth prizes, $75, A. J. Homblette, 
Barnett’s Pharmacy, Neenah, Wis., and L. Lake, Lackawanna 
Pharmacy, Lackawanna, N. Y.; seventh, eighth and ninth 
prizes, $50, Booth’s, Danville, Va.; A. Fetherol, Mountain 
City Drug Co., Fairmont, W. Va., and Dittmer’s Pharmacy, 
Orange, Cal.; tenth ‘to thirty-third prizes, $25, E. Wolf, St. 
Francis Pharmacy, St. Francis, Wis.; H. A. Putney & Co., 
Ithaca, N. Y.; C. L. Miller, Palace Pharmacy, Cheyenne, 
Wyo.; Geo. R. Retzer, Walla Walla Drug Co., Walla Walla, 
Wash.; M. A. Saverseol, Rothschild Brothers, Ithaca, N. Y.; 
R. L. Walker, Inglewood Pharmacy, Inglewood, Cal.; D. S. 
Thomson, Whitehouse Pharmacy, Santa Monica, Cal.; Brown 
Rexall Store, No. 1, Chanute, Kansas; A .J. Stilp, Schultz 
Drug Co., Neenah, Wis.; C. C. Bowers Pharmacy, Elyria, 
Ohio; V. C. Simmons, Gilbert-Bishop Drug Co., Greeley, 
Colo.; Sun Drug Co., Walla Walla, Wash.; Walter Holder- 
read, druggist, Litchfield, Ill; M. S. Metzler, Hale B. 
Thompson, Kent, Ohio; E. E. Odell, Fry’s Drug Store, Iola, 
Kansas; J. F. Wiesner, Public Service Pharmacy, Beloit, 
Wis.; J. C. Kearfott, C. P. Kearfott & Son, Martinsville, 
Va.; R. R. Donaghy, W. H. Donaghy Drug Co., Kent, Ohio; 
T. M. Morrison, Morrison’s Pharmacy, Iowa City, Iowa; 
Lewis N. Moyer, Lititz, Pa.; H. Harper, Stripling Hasel- 
wood, Nacogdoches, Texas; W. A. Lawler, The Elk Phar- 
macy, Lexington, Tenn.; Anderson Drug Co., Winter Haven, 
Fla.; Campbell’s Drug Store, Three Rivers, Mich. 


ELEPHANTS GIVEN LEAD IN TOY PROMOTION 

The interest which youngsters always exhibit in the circus 
elephant was capitalized in a number of toy displays during 
the holiday season, his massive proportions giving him a 
commanding hold upon youthful viewers. While more elab- 
orate mechanical attractions were in vogue in many stores, 
those who used the elephantine creations report that the re- 
sults upon sales were eminently satisfactory and in full 
ratio to the more costly devices used in larger stores. 

A. W. Coates, advertising display manager for the W. 
W. Mertz Co., Torrington, Conn., introduced a huge pachy- 
derm into his chief display and asserts that toy sales were 
greater than during any past season. R. H. Longenbaugh, 
of the Eagles Stores, Chicago, varied this scheme by simply 
showing the head and trunk of a big beast in the center of 
a panel contrived as a casement window. He declares that 





‘he was more than pleased with the results. 
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The Color-Ray No. 55 is shown above 
ready to clip on to the King reflector. 
All the new Color-Ray equipment in- 
cludes four sheets of gelatin in amber, 
green, blue, and red, with each set. 





JACK reflector for 
150-watt lamp uses 
Color-Ray No. 440. 


QUEEN reflector for 
200-watt lamp uses 
Color-Ray No. 55. 


JILL refiector for 150- 
watt lamp uses Color- 


Ray No. 441. 














Colored Light Stops Them 


Passers-by always crowd about the show windows 
flooded with colored light. Displaymen every- 
where realize that colored light is one ot the biggest assets 
at their disposal for putting their windows across with the 
buying public. The best way to produce colored light is 
with the X-Ray Color-Ray. It is light, strong, and inexpen- 
sive. All first-class electrical dealers carry X-Ray Color-Ray. 


Let the Color-Ray put Punch in your windows! 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 


CHICAGO 
New York—31 W. 46th St. Los Angeles—3113 W. 6th St. 
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Sets Goal for Queen City Merchants 


Cincinnati Electric Club Equips Model Windows for Townsmen’s 
Use to Acquaint Them With the Value of Better Lighting 


UCH has been said concerning the value of 

proper show window illumination as a 

factor in business stimulation, and much 

will continue to be presented through the 

trade press to educate merchants along 

this line, but as great as the results have been from 

this general propaganda for better show window 

lighting there is much still to be accomplished. Sur- 

prising it is that so much effort is necessary to get the 

average merchant to authorize modern lighting when 

thé appropriation necessary is so small in comparison 

with the increases in business and profits proved to 
follow its installation. 

The Cincinnati Electric Club, sensing the need for 
effective work felt that the utmost could be accom- 
plished if the value of efficient window lighting could 
be demonstrated directly to the merchants themselves 
and conceived the plan of providing two model show 
windows in the heart of the city, fitting these with 
the finest types of lighting equipment, and then offer- 
ing the space for limited periods to representative 
merchants for typical merchandise displays. To date 
the leading stores of the city have availed themselves 
of the opportunity presented, and so successful has 
the idea proven that they are awaiting their second 
opportunity to display their wares. 

The windows installed were above the ordinary, 
and a keen rivalry was developed, inspired more 
largely by institutional pride than the prize contest 
announced in conjunction with the opening of the 
windows. The displays registered a stoppage of from 
35 to 70 per cent, which is away above the average 
for the city’s show windows, as disclosed in a survey 
made a short time ago. 

The entire campaign was directly under the man- 
agement of Robert M. Dederich, business manager 
of the Cincinnati Electric Club, ably assisted by Sam 
Freeman, director, Lighting’ Bureau, Union Gas & Elec- 
tric Co. The lighting salesmen of this utility and the 
salesmen of the electrical jobbers were organized for an 
intensive campaign, and from inquiries received and the 
canvass made to date Cincinnati is soon to have many 
new window lighting systems. 

At a general meeting of this group, N. Silverblatt, 
secretary of The DISPLAY WORLD, delivered an 
inspirational ‘address on the value of modern window 
lighting, reciting experiences from other parts of the 
country and emphasizing the fact that the duty of 
the salesmen in the present campaign was a sincere 
appeal to the merchant from a sales-building and 
profit standpoint, showing him that their efforts were 
not designed to add to his expenses, but to present 


a sound and proved investment that could return a 
more substantial profit than might be obtained from 


any other promotional effort. There was an interest 
and enthusiasm at this meeting that foretold more 
than the usual success. 





Following is the report of the window lighting 
survey and plans for the campaign as issued by the 
Cincinnati Electric Club: 


Purpose of This Lighting Activity 

The purpose of this activity is to emphasize the value 
of good display lighting to the merchants of downtown Cin- 
cinnati, embracing the territory Fourth to Seventh Streets 
and Main to Race Streets, containing approximately five 
hundred merchandising establishments. Windows located in 
the Avery Estate Building on Race Street between Seventh 
and Eighth are to be maintained by the Electric Club in the 
interest of the merchants who will be scheduled for displays 
and be responsible therefor. The lighting of these windows 
will be accomplished by the use of electrical energy fur- 
nished by the Union Gas & Electric Co., and the lighting 
accessories furnished by five reflector manufacturers, namely, 
in the order of their showing, Holophane, Benjamin, Pitts- 
burgh, X-ray and Frink. The reflectors will be changed by 
the manufacturers’ representatives every two weeks. Three 
rows of outlets are provided on twelve-inch centers, fifteen 
outlets being contained in the row next to the plate glass, 
and sixteen in each of the others. These outlets may be 
used with either spots, floods or regulation reflectors as is 
deemed expedient by conference between the window deco- 
rator and reflector manufacturer’s representative. 


Newspaper Publicity 
Abetting the electrical interests, the Cincinnati Post will 
sponsor a window trimming contest among the stores of the 
district. Establishments will be allotted three days to exhibit 
their merchandise from time to time. News items and photo- 
graphs of the windows will appear in the newspaper, and 
upon expiration of the contest the Post will make awards. 


Merchants Recognize Value of Windows 

The Merchants’ Association officers agree that the adver- 
tising value of windows exceeds the advertising value of 
the same money expended in other avenues. Merchandising 
experts place as high as 50 per cent valuation of the business 
location’s total rental on the space occupied by display win- 
dows. However, almost without exception merchants fail 
to utilize artificial lighting to the extent economic returns 
dictate as most profitable. In consideration of these facts, 
it is our obligation as well as opportunity to advise and 
supply the merchants this vital essential of window display 
illumination. 

As is commonly known among the lighting fraternity, 
show windows of greater illumination levels have greater 
attraction value. This fact has been proved by numerous 
observations, but as yet Cincinnati merchants have not been 
sufficiently convinced in number to act in accordance with 
the findings. Last summer the Lighting Bureau of the Union 
Gas & Electric Co. felt that a study of the lighting condi- 
tions of the windows in one of the busy blocks of Cincinnati 
would lead to facts helpful to the merchants’ as well as to 
the Lighting Bureau and lighting merchandisers. 


Cincinnati Window Observations 

In deciding on a block for observation we were guided in 
choosing one: having: First, no public transportation media 
stops; second, at least two department stores; third, a wide 
variety of commercial establishments. 

For our purpose we believe that reflected foot candles 
rather than direct foot candles within the window would 
serve as a criterion of the attracting urge of the various 
windows. These values were obtained by directing the 
luminometer on the target slightly inclined from the vertical 
(thus receiving no direct light from the reflectors) and sus- 
pended 5 feet 4 inches above the sidewalk level and at a 
distance of two feet from the plate glass. 
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Cincinnati Results 


In making observations as to passersby and stops we 
found that local results quite closely match those of other 
localities. The details of these counts are available in the 
Lighting Bureau office. To more briefly state the results we 
tabulate the group averages in their order of percentage of 
stops as follows: 

Foot Candles Average 


Average Percent. Order of 

Group Reflected Stops Illumination 

S: Ceneeey or ee 7.94 1 

1 (Department) .. 11.1 7.03 2 

4 (Haberdashers)... 9.9 5.45 3 

3 (10c Stores)... 6.1 4.97 5 

6 (Clothing) ..... 6.1 4.17 6 

2 (Jewelry) ...... 6.2 3.83 4 
10 (Drugs) os... 5.2 2.9 7 

8 (Tobacco) ...... 1.1 2.63 8 

2: (Specialty)... 0.8 1.56 9 

9 (Delicatessen) .. 0.0 0.26 10 


This is a convincing argument given to us by the buying 
public to pass on to the Cincinnati merchants as indicative 
of the degrees of attractive power of different levels of win- 
dow illumination. 

Further proof of the value of window illumination in 
Cincinnati is furnished by the contrast in passerby stops as 
noted by one of the delicatessen stores with 0.36 per cent 
stops against 6.53 per cent stops following recently installed 
window lighting equipment. We have a letter from the pro- 
prietor of the delicatessen stating that his business has in- 
creased considerably since the introduction of window light- 
ing. 

Stops Versus Rental Values 

The question naturally arose, On the average, is the light- 
ng on each street in keeping with the rental values; do per- 
centage stops call for a higher standard of window lighting? 
That they do is attested to by the following table of averages : 


Windows Foot Candles Ratio Foot 
On Passersby — Relative Reflected Candles to 
Street Hours . Valueof Percent Illu- Relative 
Number’ 8-10 P. M. Rentals Stops mination Rental Value 
1,069 0.89 7.7 10.9 12.24 
4 382 0.32 4.4 5.6 17.5 
1 1,197 1. 4.08 7.0 a 
3 467 0.38 K 7 3.6 9.5 


The above table states, in other words, that the mer- 
chants on street No. 1 are overlooking lighting as an aid to 
arrest the attention of their reasonable percentage of passers- 
by. The windows on street No. 4 show the highest percentage 
of attracting efficiency. 

Window lighting represents an opportunity to the mer- 
chants and the electrical industry. May they and we seize 
upon it! 





AMERICAN SIGNS ENLARGES PLANT 


The American Signs Corporation, Kalamazoo, Mich., was 
organized recently to take over the American Sign Co., of that 
city, which was established and incorporated in October, 1908. 
The officers of the new company are: Frank E. Kelsey, presi- 
dent; Burton C. Burton, vice-president and general manager, 
and Fred W. Sutherland secretary and treasurer. 

Their product is widely known and is sold throughout the 
United States. They have twenty-five sales offices in the prin- 
cipal cities of the country. Paint, lacquer and smalt-finished 
signs, as well as porcelain enameled steel signs, make up their 
line. : 

J. Ross Thompson has charge of the sales in the Galvan- 
nealed Division, with Wray P. White directing the sales of the 
Porcelain Division. In order to meet the increased demand 
for their product, the company is now adding aditional build- 
ing and manufacturing facilities which will increase its present 
floor space by approximately fifty percent. 





EUROPE WINDOW DISPLAY SCHOOL FOUNDED 

Interest in display instruction is growing at such speed 
in Europe that new schools are springing up with rapidity. 
Among the latest to come into the limelight is the “Ecole 
pour Etalagistes-Decorateurs” of Vevey, Switzerland. 
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+ 
Gives a Stronger Spot 
For more intensive spot lighting, retail merchants have 
available this new “Pittsburgh” Windo-Spot No. 500. 


Accommodates either 300 or 500-watt lamp. Gives a concen- 
trating beam with candle-power maximum of 52,000, more 
than 10C candle-power per watt. 


Equipped with adjustable bracket for attaching to ceiling 


of show window or other supporting surface. Reflector 
may be tilted to any desired position and held there by 
tightening a single thumb screw. 


Write for free booklet—“Show Window Lighting.” 
PITTSBURGH REFLECTOR COMPANY 


304 Ross Street Pittsburgh, Pa. 
Representatives in 26 Leading Cities 


‘*‘Pittsburgh’’ 
REFLECTORS STAY BRIGHT 


























If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00 for a year’s subscription. to 
iano suiaae WORLD, 12 issues, beginning “with the ‘gale 
number. 


RC Baas eS dats eincs «yun aton wus said ee Poh 


IMPORT ANT Add 10c to checks for exchange; 50c addi- 
tional for Canadian and foreign orders. 
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A Red Letter Year for British Display 


Provincial Stores Made Definite Advancement in 1926 While 
Manufacturers Began Their Most Extensive Campaigns 


By RICHARD HARMAN 
Editor of “Display,” Organ of the British Ass'n of Display Men, London 


RITISH display annals will record 1926 
as a red letter year. Although the coun- 
try has been terribly upset in commercial 
circles by reason of the coal strike, never- 
theless, in spite of all this the progress of 

window display has not been impaired, but, on the 
other hand, has made rapid advancement. 

It has taken a long time for manufacturers and 
retailers alike to realize the value of window display, 
but once a Britisher really interests himself in a mat- 
ter he enters into the spirit of the thing with all 
seriousness and great zest. 

Windows in the provinces especially have im- 
proved, on the whole, by at least 20 per cent during 
1926. Stores are now allocating large amounts of 
money for their display departments and all modern 
improvements are being taken up. The displayman’s 
status has been raised to a corresponding degree, and 
he is now assuming his rightful position in store 
organization. 

During the coming year we can confidently expect 
that British window displays will attain a very high 
standard everywhere. It is with manufacturers, how- 
ever, that the biggest movements are taking place. 
All the wide-awake firms are offering services to their 
retail dealers, and I know of cases where two thou- 


- 








The Impressionistic Style of Continental Display is Shown 
in This Coffee Window by Le Studio Etalage, Paris 


sand displays a month are being issued and large 

traveling display staffs are employed. In some cases 

the press advertising is being largely reduced in 
(Continued on page 53) 





This Typical German Drape Executed by Leiser-Seide, Bérlin, Illustrates the Continental Display Technique—An Interesting 
Discovery Is the Use of Price Tickets on Every Item 
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“It is true as described in the August Number of Display, 
that we have been using the Cutawl for cutting wood: The 
mention of wood: may be somewhat misleading. The wood for 
which we have made use of the Cutawl is 4 mm. (5/32 inches) 
three ply. 


“We appreciate your remarks respecting wall-board, insofar 
as wallboard means pulpboard such as Beaver Board, and we 
know that one can cut two thicknesses of this board at one 
time. It is not possible, however, to cut more than one of the 
three-ply at a time. 


.. “For a number of years we have been in the habit of using 
Essex Board, which is in many ways similar to Beaver Board, 
but of a tougher substance. However, we have now given up 
the use of pulpboard in favor of three-ply for the following 
reasons: Firstly, it is now possible to obtain ply-wood in 
larger lengths and widths. Secondly, as we send displays to 
dealers throughout the country it sometimes happens that the 
background is sent by slow freight train, and is subject to 
damage by damp atmosphere, and p'y-wood withstands this to 
a greater extent than pulpboard. Thirdly, ply-wood can be 
bought at a price competitive with pulpboard, and being very 
— —" in weight, the saving in freight charges is con- 
siderable. 


Try It Yourself, 


risk. Our 15-day Free Trial offer gives you this opportunity. 
send this high-speéd machine to you NOW. Simply address, 











alc 


This is a view of the splendidly equipped Display Department workroom of Kodak, Ltd., London, England. This complete 
and efficient department is also equipped with the Cutawl. 


Read:This Interesting Letter from Mr. Ernest Willson 


Display Manager of Kodak, Ltd., regarding 
this new-found use of 


THE INTERNATIONAL 


CUTAWL 


“We can do, of course, exactly the same with ply-wood as 
with the other board with the Cutawl machine, and we treat 
the board in various ways by painting, bronzing or papering. 


*““‘We have found the Cutawl a very efficient machine. It has 
enabled us to produce many effects which would not have been 
possible with the old-fashioned pad saw. 


“We are confident that there are innumerable uses to which 
we can put this machine, and shall be glad to supply you with 
photographs of any stunt in which the Cutawl has lent a hand. 


“It speaks well for the mechanism when I say that we have 
cut a considerable amount of ply-wood, which, of course, is a 
severe test, the wood being so tough and brittle, and have not 
yet broken a single chisel. 


“It may interest you to know that as a result of the article 
in Display, we have had quite a large number of visitors to 
see the machine in operation. 


“We trust the foregoing remarks will be of interest to you, 
and shall at any time welcome any suggestions that come to 
your knowledge respecting the use of the Cutawl.” 


Ernest Willson, Display Manager. 
Kodak, Ltd., Kingsway, London, W. C. 2, England. 


Use It on Your 


Own Work on Trial for 15 Days 


You can prove the worth of this machine—and learn its tremendous time and labor-saving advantages without the slightest 
Be prepared for the busy season ahead. Write today. Let us 


THE INTERNATIONAL REGISTER CoO. 
j 17 South Throop Street, Chicago 
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The Window’s Height and Dimensions 


The Bearing of the Vision Upon the Height of the Display; 
Proper Floor Levels for Various Types of Goods 


By GEORGE GRIMM 


A Translation of the Article as it Appeared in “Schaufenster Kunst und Technik, 
Organ of the German Association of Window Decorators 


NYONE who will take the pains to stroll 
through the business districts of the greater 
cities and compare the windows and their 
displays will be astonished by the variety 
of their construction and unfortunately by 

the lack of purpose with which intrinsically good decor- 
ations are so frequently handled, If the promotional 
value of the window and display generally in advancing 
a business is taken into consideration, it appears that a 
thorough analysis of window technique is timely and 
vital. 

The essential purpose of the show window must 
never be forgotten. Goods are placed in the window 
so that they may be shown to the public that the mass 
of passers may and shall see them. That they shall 
view them is the purpose and the wish of the merchant, 
but the passer determines whether or not he will view 
them. To accomplish his design the merchant must 
take care to render the window’s appearance attractive 
to the passer, that is, to make it easy to comprehend ‘since 
when exertion is required to understand it, the curious 
may exhibit desultory concern and gratify their curiosity 
with a fleeting glance at the extraordinary spectacle, but 
will scarcely take time to give it analytical consideration. 


How then can one show his goods so that the proper 
measure of interest can be assured? By installing the 
display so that it rests directly in the passer’s natural 
level of vision when he stands before the window. His 
vision is predominantly downward from the level of the 
eyes. If we take as the average level approximately 
five feet over the sidewalk it follows that the chief 
attraction device of the window must be placed at that 
level if it fs to be readily viewed. It should, however, 
be placed lower as the vision is accustomed to curve 
downward for comfort—that is, to avoid discomfort. 
For this last reason it is unwise to build far above the 
eye’s level if no particular value attaches to this arrange- 
ments. If it necessary however, to build higher to pre- 
serve the unity of the setting, the least that can be done 
is to make the high portion of the display so simple and 
clear that a fleeting glance will be sufficient to grasp 
the effect of the whole picture. 


It follows that the part of the display which rests 
below the level of the vision is most profitable when in 
the space between the floor and the five-foot eye-level 
height. This raises the question as to what elevation 
should be given different types of goods to assure them 
the most natural and appropriate showing. The answer 
is very simple. In every case it is the position in which 
are seen in every day use. The lowest point would be 
the floor, that is, the level of the sidewalk on. which 
the viewer stands. It must be borne in mind, however, 
that the elevation of the groundfloor, the floor of the 
show window and the position of the viewer on the 
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A Novel German Window Installed by Decorator E. Martens 
for Gellhorn & Co., Frankfort 


sidewalk are not always in the same relation. The 
governing rule must always be the eye of the viewer, 
also the point that lies five feet above the sidewalk 
for as you seek to determine the proper height from 
the sidewalk it must be remembered that the walk drops 
gradually as it approaches the curb. The height of 
the window floor must conform to the requirements of 
the wares featured, the larger and more unwieldy their 
type, the lower the floor. In the same fashion, the 
smaller the ware the higher it must be placed and the 
closer brought to the vision. House furnishings, furni- 
ture, carpets, automobiles, pianos, sewing machines, 
and machinery can be placed on a level with the ground. 
Cloth, draperies, foodstuffs, leather goods, shoes and 
dresses can be shown best on a base from twelve to 
twenty-four inches above the walk base, and lose their 
force if shown at greater height. 

It is apparent that these proportions cannot be fol- 
lowed unconditionally and that they really indicate the 
postions from which the displayman can or may be 
forced to deviate. It is always possible in mixed dis- 
plays with small goods to obtain suitable height through 
pedestals and shelves. The governing principles may 
be summarized as: 

Massive or ungainly goods—Floors even with the 
ground or at best six or seven inches above the sidewalk. 

Medium sized wares—Floors twelve to twenty-four 
inches above the sidewalk. 

Small goods—Floors twenty-eight to thirty-two 
inches above the sidewalk. 

The dimensions of the window must be in accord 
with the height insofar as this bears upon the height and 
depth. For proper showing heavy and bulky goods 
require plenty of space with ceilings high enough and 
floors low enough to cope with their needs. 

Small and moderate sized goods that are shown on 
higher levels dictate less space. As these goods often 
inspire overcrowding when the floor is placed too low 
or raised too high, it should be remembered that this 
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is no advantage but rather a distinct handicap. Every 
item that appears in the window has the same right 
to the passer’s attention. From this fact it develops 
that the proper proportions for a display of medium 
sized article should be from five to six feet in depth 
and from seven to ten feet in height. With smaller 
goods such as clocks and jewelry less space can be em- 
ployed without diminishing the effectiveness of the dis- 
play. In this connection appears one of the outgrowths 
of the post-war period when bitter necessity restricted 
the amount of goods shown, a practice which the course 
of time, however, proved practical and effective, and 
established a new style of trim. 

The size of our windows is decreasing and admit- 
tedly to the advantage of the displays and business 
generally. The type of windows now being installed is 
smaller and the outstanding consequence of this is that 
not only in small but also the large types, fewer goods 
are shown and more stress is placed on trimming. 

In “stocky trims,” the bulk of the display is inclined 
toward the background not always on account of the 
merchants preference but because he must take into 
consideration given proportions. Experience has taught 
that where new expenditures must be made for win- 
dows, as between provision for high stocky displays and 
those which are spread out toward the background on a 
level with the vision, the latter is preferable. It has 
also demonstrated that small windows should be adopted. 





PALMENBERG ANNIVERSARY SEES MOVE. 


A fitting tribute to seventy-five years of leadership in 
the display fixture industry will establish the removal of 
J. R. Palmenberg’s Sons, Inc., to the new Lefcourt-Man- 
hattan Building, Broadway and Thirty-ninth Street, New 
York City. This move is in accordance with the policy that 
has marked this pioneer firm through the varous shifting of 
industrial New York. 

Founded in 1852 by Joseph R. Palmenberg, the business 
has grown from the proverbial shoestring size to the scope 
of a national institution. The original birthplace of this 
great organzation was at 37 Canal Street, where swinging 
brackets and the crossrod on a standard was first manufac- 
tured for the express purpose of displaying merchandise. 

It was not without many setbacks and the usual ridicule 
that is accorded the majority of innovations that the founder 
was able to secure orders for such an unheard-of idea. The 
idea of displaying merchandise was then confined to hanging 
it up on a string or pole or placing it on a box. 

As the use of special equipment for display became more 
general, new ideas were developed. The papier mache form 
came into being, both for the manufacturing and display of 
ready-to-wear garments. This step marked a great develop- 
ment in the prestige of the Palmenberg business. 

The continual growth of the business along with the up- 
town trend of trade was marked by expansion and migra- 
tion from time to time. As time went on the three sons. 
Raymond P. Palmenberg, William F. Palmenberg and Emil 
T. Palmenberg, entered into the business, which, in 1919, 
became the firm of J. R. Palmenberg’s Sons. 

The sole surviving son, Emil T. Palmenberg, is now the 
active president of the organization. A. C. Porteous, treas- 
urer and general manager; L. Skroud, vice-president; H. D. 
Tracy, vice-president; F. S. Kent, secretary; Raymond T. 
Palmenberg, son of one of the deceased sons, in charge of 
the metal factory, and F. Kreusch, in charge of the papier 
mache factory, have all been connected with the parent or 
consolidated companies for many years. Theodore C. Palm- 
enberg, the only son of the president, is following in his 
father’s footsteps at the Third Street metal factory. In 
charge of all wax figure production is a man who is an 
acknowledged genius of wax figure sculpturing in the person 
of Irwin G. Culver. 
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Barnum Was Wrong 


‘There's one born every minute 
and two to take ’em,”’ he said. 
Ballyhoo outside will draw the 
big crowd into the tent. 


WE DON’T BELIEVE IT! 


When we advertise in The Display World 
we aren’t talking to a crowd. We are talk- 
ing to a select group of several thousand 
wide-awake people. They don’t need 
bambooZzling. They can see through bunk. 


You will, therefore, notice that when we 
advertise Sun-Ray products we make no 
broad claims without foundation or truth. 
Neither do we attack our competitors’ 
products, nor do we claim a guarantee for 
a more or less indefinite period, nor for 
twenty years (which is a long time). 


Let There Be More Truth in Advertising. 


Suw-rad 





inc. 


Lighting Products 


19 Lafayette Street, New York 











Remove the foid of 
crepe paper from 
the container and 
proceed to cut the 
design wanted as 
shown in the cut. 


Now flute or fringe 
this design as de- 
sired and flute op- 
posite edge of fold 
and tack into po- 
sition, F 











VALANCES 


Valances when made of Crinkle Crepe Paper will 
not fade, even if they are placed in the direct 
sunlight. This fade-proof quality is given 
Crinkle Crepe by a secret color process used by 
Tuttle Press. Window decorating has demanded 
a crepe paper that will hold its color. 


Crinkle Crepe not only fulfills this requirement, 
but, in addition, has 100% stretch, high silk 
finish, and unusual strength. Send for our free 


booklet on window decorating. 


THE TUTTLE PRESS CO. 
APPLETON, WISCONSIN 


CRINKLE CREPE 
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Display at Top in Youngtown Store 


Strouss-Hirshberg Expansion Is Marked by Installation of Twenty- 
Two Windows to Be in Charge of Display Manager Black 


HEN the new Strouss-Hirshberg store 
opened at Youngstown, Ohio, on Novem- 
ber 2, the populace of the Buckeye steel 
center was presented with tangible proof 
of the mighty changes which are gradually 

being worked in merchandising. The new building con- 
stituted visible proof of the new order in which twen- 
tieth century folks are living, its provision for air and 
water supplies, and its insistence upon the latest devel- 
opments in lighting testifying to the great distance 
which has been traversed since the close of the last 
‘century. 

For over fifty years the firm of Strouss-Hirshberg 
has been prominent in Youngstown business growing 
by successive steps from a partnership operating a 
small store acquired in 1875, to a position which dictated 
construction of the firm’s new seven story building. 
Progressive methods intimated first through establish- 
ment of “a one price policy” at a time when in direct con- 
travention to customary selling have been sustained all 
through the span of the company’s activities, and now 
find expression in a variety of fashions. They crop 
out in the equipment selected for the new institution— 
they are revealed in the philanthropic ventures in insur- 
anc and social aid provided for employees. 

The extremely vital position which display holds 
in modern merchandising is recognized in provision for 
adequate window space and interior displays, while 
lighting’s contribution is conceded through untilization 
of the latest aids in window and showcase fixtures. 

Twenty-two windows grace the Federal street side 

















OPENING DISPLAYS AT THE NEW STROUSS-HIRSHBERG STORE—The Charm and Simplicity of Mr. Black’s Style 


of the new building. This is the principal business 
thoroughfare and consequently receives the most at- 
tention. There are two imposing and vaulted entrances 
which lead into a great arcade, around which are 
grouped most of the windows. Facing the street di- 
rectly are five great display spaces. 

Entering the arcade which is floored in travertine, 
bordered with black and gold, the arrays of beautifully 
executed windows come into view. There are bases 
of red levanto marble, window floors of black and 
gold bordered travertine, and ornamental caenstone 
backgrounds brilliantly illuminated by special reflectors. 
Cornices are ornamental iren with friezes of poly- 
chrome terra cotta decorated in blue and white. Above 
the cornices are elaborate iron grills forming the pene- 
trations in the vaulted ceiling of the arcade. 

Display Manager Morris L. Black installed a group 
of opening windows which demonstrated immediately 
the value of his new display vehicles. In their con- 
struction he used mannequins of the conventional type 
as well as the newer and less familiar grotesque types 
which have recently come into favor. Particularly 
interesting in his treatment of the Dresden china figures 
which were brought out during the summer. The initial 
windows disclose the virtues of the new caenstone backs 
in handling merchandise of many types and demonstrate 
the practicability of this neutral-colored fabrication. 

Mr. Black has been in charge of Strouss-flirshberg 
displays for fourteen years coming to the store from 
Marietta, Ohio, where he had held a similar position 
with the Katzenstein Co. 
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Are Emphasized in These Apparel Windows With Conventional Wax Models—Other Showings Used Bizarre Futurist Types 
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THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


DAVENPORT-TAYLOR MFG. CO. 
412 Orleans Street 


Bronze Tablets and Changeable Signs 


THE HECHT FIXTURE CO. 
Main Floor Medinah Bldg., Wells and Jackson 


Everything in Display Fixtures 
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eCcorations 


Chicago affords the most complete Display Equipment and Decoration Market in the 
' World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 
Air Brushes and Accessories 


THE SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035. Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 


everywhere—and 


recommended 


to progressive purchasers by the 


Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co 
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Is Futurist Art to Dominate Display? 


THE DISPLAY WORLD 


Obliteration of the Curve Is the Only Outstanding Feature of Modern 
School and the Window Cannot Escape Its Impulse 


By HOLBROOK JACKSON 
Managing Editor, “Organiser” Journals, London, England 


From an Address Delivered to the British Association of Display Men. 


January, 1927 





On Thursday evening, November 4, 1926, Mr. Hol- 
brook Jackson, managing editor of the group of “Or- 
ganiser” journals, gave a very interesting lecture to the 

+ members of the B. A. D. M. 

In order to explain the modernist or cubist idea Mr. 
Jackson showed many slides, the first being a view of 
New York showing the buildings in squares, the rec- 
tangles, straight lines, and the absence of columns in the 
buildings. 

Views of the Paris exhibition were shown; the cubist 
columns of gold, which were very tall and graceful, and 
the small trees placed between the columns made a very 





BRITISH ASSOCIATION HEARS JOURNALIST REVEAL SWEEP OF FUTURISM 


beautiful picture. 

Slides of the Danish pavilion in the exhibition re- 
vealed it built of long bricks in layers of two different 
colors gving quite a modernist effect. The building was 
rectangular without any columns or cornice. 

Messrs. Ruhlmann’s building in the exhibition had 
a “step” roof, which is a device to allow light to other 
buildings when built close. 

Mr. Jackson concluded by saying that the equipment 
houses in France were supplying the necessary requi- 
sites for this new movement of display, and it was time 
that the English shopfitters. supplied them. 











HOUGH Fam not an expert in display it is 
my business to keep an eye on the good dis- 
play work that is being done, not only in 
our own country but throughout the world, 
and many photographs of window displays 

and interior displays come into my hands in the course 
of a year, also during my travels, which are growing 
more and more frequent, I have an opportunity of 
observing what displaymen are doing throughout a very 
large part of Europe. I have just returned from a 
rather prolonged tour of France, Switzerland and Aus- 
tria where I have been making researches into the use 
of color for fashion purposes and in the development of 
stores and shops generally. There I saw many interest- 
ing things, but nothing more interesting than we have 
in our own country. 

I come before you as a theorist and a critic, and if 
what I am going to say to you is of any use it will be of 
use to you not so much in the practical realm as in the 
realm of ideas; if you approve of anything I say it is 
for you to find the way of putting it into practice, for 
no one can understand how to put display ideas into 
practice, but the practical man who is handling and 
displaying the goods. 

My theory—as I have said to display audiences be- 
fore—is that “display” is not an art. Sometimes dis- 
playmen like to think of themselves as artists, but they 
are not artists. Art is a branch of human expression 
which is distinct in itself and has nothing whatever to 
do with purpose. The purpose of display is to sell 
goods ; the purpose of art is not to do anything but ex- 
press the emotions of the artist, and I should like to see 
the displayman who was at once a displayman and an 
artist try to express his own emotions and nothing else 
in one of the big stores in London. The results would 
be very interesting but he would be “fired” very quickly. 
How can art, which is a very important thing in life, help 


display? I will apply that question to the most modern phase 
of art. I, myself ,feel that the great display work of the 





future will be more and more closely allied with the art work 
of the present. Those who have read the history, and studied 
the development of the human race know that at certain 
periods there have been great impulses towards a particular 
art or form. For instance, in Ancient Greece we have the 
development of art known as “classical,” which had the pe- 
culiarity of being an attempt to confine human ideas and 
emotions within a given space, generally a rectangular space, 
and it is a curious thing that this prompted an extraordinarily 
beautiful art which is admired and is an inspiration down to 
our own day. It was created by a civilization which lived 
entirely within the walls of a city. When we think of Greece 


. we must not think of a country but of a number of self- 


governed cities who were independent, the greatest being 
Athens. We are all familiar with Greek art in one form or 
another, and its use even in display work by those displaymen 
who have backgrounds with Corinthian, Doric or Ionic 
columns. Greek art provides us with admirable backgrounds 
for certain windows. 

Following “classic” art’s contact with Rome, we 
have another expression of the Roman civilization which 
was based largely on the Greek and ‘is linked up with Greek 
art and with classic art, but after the fall of Rome we had 
a new form of art in which a greater idea of space—a 
greater sense of duration—a larger amount of individual 
expression came to existence. That period we call the 
“medieval” art. It produced the Gothic cathedrals and 
distinguished domestic craftsmanship. 

In the fourteenth or fifteenth century we had a renais- 
sance of art which spread over the whole world. That pro- 
duced a new thing altogether. A sense of perspective which 
did not exist to any great extent in earlier art, plus the 
various attributes which were taken from the previous forms, 
and right up to recent years we have been sponging on these 
three great artistic periods of western civilization. But in 
our own day a new theme or vision of life is developing— 
a new sense of form, of life and distance based upon the 
scientific discoveries and the application of science to life, 
such as the development of the power of speed, that will 
change the vision of the whole of the race, and this sense 
of speed which increases the idea of distance is actually 
changing our vision while we live in this present hour. 

This new art has produced pictures, cities, architecture, 
poetry, prose, etc., and, in fact, it expresses itself in every 
form of art. At the present moment it is very little under- 
stood in this country, and is not very greatly understood in 
any other country, but we are gradually growing to feel its 
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existence, even if we do not understand it. You all remem- 
ber quite recently the uproar over the erection of the Epstein 
panel in the Hudson memorial in Hyde Park—that panel, 
whether we like it or not, must be looked upon as an ex- 
pression of modern art. Some will consider it repulsive, 
others will consider it beautiful, but we must all admit that 
the panel itself is a remarkable example of modern design. 
We may not like it, but it is a wonderful design in stone 
when judged in correspondence with its surroundings. 

Epstein is not the only expression of this modern art or 
even one of the initiators of the modern art movement in 
this country. The modern art movement burst as a revolu- 
tion in the art world in 1910 when the first exhibition of post- 
impressionist pictures was opened in London—an exhibition 
which had previously set Paris in an uproar and was quickly 
followed by an exhibition of the Futurists of Milan. 

In the post-impressionist you have naturalism, and in the 
work of the futurist you find an entirely new thing, not 
naturalism, not realism, not reminiscentism, but something 
that has never happened before in pictures; it is the appli- 
cation of a mechanical sense to drawings and paintings. The 
cubist movement began with a painter whose pictures are 
quite incomprehensible to most perceivers. Probably thirty 
or forty years hence we shall understand what he is getting 
at, but those who see his pictures must be moved by his 
curious depth of vision, his wonderful color sense, and, above 
all, the curious way with which he responds to the angulari- 
ties of modern life. This sense of the straight line, the 
triangle, and the rectangular are the real outcomes of modern 
civilization. Curves are less and less used. 

The next great advance in the display of merchandise, 
if it is to be real and closely associated with the feelings, 
will be to study very carefully and perhaps to follow this 
modern art movement. 

At present, displaymen seem to think too much of the 
figures they have to dress, but a draped figure looks much 
better than a “dressed” one. I do not mean you should not 
“dress” the figures, but you should pay more attention to the 
drapes. In all cases displays should be made that will appeal 
to the English people, not entirely following the displays 
made in Continental shops. 

This movement is really a throw-back to something more 
barbaric than we have at the present moment, and you will 
find that critics in the press will always use the word bar- 
baric as if it were a term of contempt. My reply is that it 
is barbaric, but that is why it is good. It is an attempt 
to get a more primitive view of life. In the history of life 
you will always find that ‘modern movements are a throw- 
back to something childlike, simple and primitive, and I think 
that as display began in a complex form by huddling every- 
thing together higgledy-piggledy, then with a concrete de- 
sign, and later as an open display, it will now endeavor to 
simplify itself along the primitive lines of modern art, which, 
to me, seems a permectly natural thing to do, not by imitating 
the modern art, but by taking a leaf out of the modern 
artist’s book and adapting it to display. You must move 
the perceivers of your displays, and your object is to bring 
them into the shop. If modern art moves people to violent 
enthusiasm or indignation, the methods of that art applied 
to display could be made to obtain the results you want in 
your display work. 

The whole method of display will be revolutionized in 
the next ten years. You now dress your windows under in- 
struction or have to invent your displays. You puzzle how 
to find something new, and often find yourself doing some- 
thing you have done before. There is one way out. Deco- 
ration has exhausted every school; the displayman has ex- 
hausted every school having been influenced by all the dif- 
ferent forms of art, and the only loophole or doorway of 
advance is this very natural art which is the expression of 
modern life. It is evident that the modernist art will go on 
growing until it dominates the whole of life. More and 
more buildings will be put up in the cubist or modernist 
style, more houses and shops will adopt the style for deco- 
ration. We are feeling the need for it in furniture and are 
trying to “ginger up” the manufacturers to make modernist 
furniture. 

(Continued on page 59) 
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IN WOOD ONLY,®BUT IN MANY PERIODS, 


What About 
Your Easter Window. Trims? 


—Some of our New Period Display 
Fixtures can help you much in making 
attractive trade pulling displays of 
your merchandise for this occasion. 


—It might be a good 
business move to look 
into your. present 
equipment and see if 





oo not ad- Display Fixtures 
Store Equipment 


We catalog sets for 
Shoes, Women’s Wear 
Clothing, Furnishings 
—ranging in price 
from $25.00 to $85.00 
per set, with which 
effective results can 
be had for immediate 
shipment and season’s 
dating. 





Of Interest to Display Men 


ASK FOR SPECIAL BOOK D-91 
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BABY HERCULES 


—SPOT AND FLOOD— 


DESIGNED ESPECIALLY seamen 
FOR THE DISPLAY MAN 


HUMB screw at bot- 

tom for focusing has 
a 3-inch range of adjust- 
ment. The entire front 
containing the lens is 
telescopic, allowing a 
further adjustment of 2 
inches, This enables the 
focusing from a 2-foot 
spot to a 10-foot spot at 
a 10-foot range. 


The front is removable for flood lighting. 


Spring clips are provided to hold color frame when 
used either as a spot or flood light. 


It contains a 334-inch spherical reflector and has 
a 5-inch imported condensing lens. 


Complete as shown: Sf 


with three color gelatines 
























DISPLAY STAGE LIGHTING COMPANY 


334 WEST 441TH STREET 
NEW YORK 
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Tying Up With National Advertising 
How Carefully Executed Plans to Designate a Community Men’s | 


Wear Store as the Local Source of Supply Resulted 


By JOSEPH H. MARSHALL 
Display Manager, The Boersma Co., Chicago, Ill. 





AN a men’s wear store tie up with national 
advertising successfully? Our store at- 
tempted it and the experience and the re- 
sults which we obtained constitute a 
fairly accurate gauge of the possibilities. 

In the narrative which follows I present nothing but 

facts, and I leave the moral to the reader’s judgment. 

I took a chance on an original idea suggested by 
the sales executives of an organization which has done 
much through its national advertising for the uplift 
of men’s wear stores and show windows. And here 








was my reason: 
Situated in a city on the outskirts of the metropolis 
of the Middle West, our store is called upon to main- 
tain show windows at all times strong enough in their 
appeal to cope with fhe downtown loop stores and to 
keep the home trade supporting us. The cost of 
operation, however, must be kept down. 
Consequently we are always on the outlook for 
ideas and we draw them from many sources. I got 
my Christmas designs away back in June from the 
Hickok Manufacturing Co. in this fashion. When 
the Hickok salesman showed me what his company 
.was planning to spend for Christmas advertising to 


+ 





The Beauty of the Pictorial Panels Which Dominated Marshall’s Holiday Windo 


help the industrious merchant “put over” their pro- 
duction in a big way and to make some “real money,” 
I determined to get busy. If Hickok was prepared to 
spend $50,000 on advertising for the holidays in such 
publications as “Liberty,” “The Saturday Evening 
Post” and others which have a large group of femi- 
nine readers as a means of producing buyers for the 
merchant’s wares, I could assuredly afford to use my 
windows to get our share of this volume and to link 
up with the drive. 

I was planning to spend about $500, which was all 
that I could think of charging to Christmas displays, 
although our windows have always been attractive 
and I have nine large windows as well as smaller 
ones. However, the large windows are triples and 
give me a chance to werk in a big way. .From year 
to year our windows have shown plenty of holly and 
poinsettias, sometimes “Old Santa” himself, and a 
few wreaths, which, to me, have no real meaning save 
that they are principally red or green. Then there 
have been special show cards and Christmas decora- 
tions in the corners. 

In this year’s displays I used one large set piece, 
twenty feet long and four feet high, for each center 
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ws Is Gripping—They Were Exact 


Reproductions of Hickok Art 
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window. When I found that the Hickok Co. intended 
to feature the “Three Wise Men” in their advertising 
art, I made-my arrangements to follow suit, assuming 
that if they believed that this resort to the Biblical 
and legendary would win them favor it would serve 
our cause as well. The famous painting of the Magi 
following the Star of Bethlehem which Hickok 
adopted became my model and was followed faithfully 
in the production of our set pieces. 

For.four months I worked during spare moments 
in preparing my drawings, and when they had been 
brought to the state of preparation where their final 
form could be visualized without too great strain 
upon the imagination I presentd them to our chief 
executive for his approval. His sanction was quickly 
obtained, and, with the “pep” which this gave me, I 
plunged into the work of completing them. I got an 
artist to work out the exact color scheme which was 
to be followed in the Hickok advertising—and the 
result was very attractive. 

The setting was of marble worked in the early 
Egyptian style and in a center panel was the paint- 
ing of the three eastern sages. To complete the at- 
tempt at blending into the national advertising, my 
show cards carried this phrasing : 

“THE HOME OF HICKOK PRODUCTS 
Style Center for 
Belts, Buckles and Beltograms.” 

Our advertising was pivoted upon the “Three 
Wise Men,’ and as every men’s wear store of couse- 
quence sells Hickok products; when the goods went 
into the displays of competitive firms it was not long 
until we began to reap the advantages of our fore- 
sight. Shoppers naturally came to the conclusion that 
since we were posing as the “Home of Hickok Prod- 
ucts” our competitors were drawing their supplies 
from our store. On several occasions, we are told, 
shoppers were heard to say, “Let’s go over to the 
Boersma Store; that’s where «these belts come from.” 
We had customers come into the store and remark 
that “We saw your beautiful advertisement in ‘Lib- 
erty’; it’s just the same as your show windows.” 
These folks thought that we had done the advertising. 

My conclusion as a result of this experiment is 
that in working with the national advertiser you 
create business for your store and make money which 
is the primary purpose of any business. Though I 
may be wrong, I am convinced that if the great manu- 
facturers, such as the Hickok Co., are prepared to 
spend thousands of dollars to help the merchant, then 
I say, as a displayman who has had reasonable suc- 
cess in creating original windows for men’s wear 
stores, the more the retail establishments will work 
with the manufacturer and tie up with his advertising, 
the more business and the the more pleasing the re- 
sults will be. 

I am a great believer in national advertising, 
always was, and always will be, and I intend to carry 
out my ideas right through 1927. It pays. Let the 
national advertiser carry the principal part of the 
publicity burden, but link up with his efforts on all 
possible occasions. Your store will get the benefit 
in prestige and profit. 
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No. 2999 Adjustable Lattice-RAMBLER No. 2149 Stand of 
DECORATION Iron 


No. 2999 illustrates adjustable 
frame applicable to any round 
or square post. In ordering, 
state circumference of your 


round post or diameter of the complete 
square post and we will furnish 
you with green painted adjust- $6.00 


able lattice frame to cover 25 
square feet for .. ~ $5. 00 


Add 1 dozen natural prepared 
oak branches which you lay $3 50 our SPRING CAT- 


over the lattice for 


Fo: Spring, you can add apple, $8.50 Vines, etc., mailed 


cherry or dogwood blossom dec- 
orat'ons; also wistaria, ram- 
ble: rose or lilac. CATION. 


Frank Netschert, Inc. 


61 BARCLAY ST. NEW YORK, N. Y. 

















J. B. Timberlake & Sons, Inc. 
JACKSON, MICHIGAN 


Manufacturers of High-Grade Moderately Priced 
Store Fixtures 


“Timberlake” Colored Light Screens, and 
six colors Gelatine. Adjust to any reflectors 
instantly. 


Rubber-Covered Easels and Display Racks 
for china and glassware. 


Showall Adjustable Easels adjust to any 
angle. Hold anything. Licensed manufac- 
turers under Morgan Patent 6-5-1923. 


“YULITE” Electric Christmas Wreaths and 
Electric Wreath Rings. Our own exclusive 
design. Buy completely trimmed or trim our 
special mountings ‘with vour own materials. 
All sizes. 


SEND FOR CATALOG 35-B 


J. B. Timberlake & Sons, Inc. 


JACKSON, MICHIGAN 



















filled with natural 
prepared ferns and 
drooping ivy vines, 


Write for copy of 


ALOGUE No. 2 of 
Artificial Flowers, 


FREE ON APPLI- 
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The Big Koehring Mixer Linked Up With the Type of Furniture Used in Koehring Offices Created Interest in These Windows 


Great Executives Choose Good Desks 


January, 1927 


This Prestige-Building Message Linking the Success of Prominent 
Patrons With Its Products Features Displays of Milwaukee Co. 


By C. A. NETZHAMMER 


Sales Manager, Northwestern Furniture Co., Milwaukee, Wis. 


HE “man behind the desk” and _ the 

“knight of the grip” play principal roles 

in modern industry, and it would be hard 

to conceive business as it 1s now con- 

ducted without them. To the executive 

falls the task of supervising manufacture and plan- 

ning for its ‘distribution. To the salesman and branch 

manager is assigned the duty of carrying out their 
plans and marketing the wares. 

The army of clerical workers and sales promoters 
is no skeleton organization. In numbers it compares 
favorably with the producers, and it contains the best 
brains and the most courageous element of modern 
industry. The men and women who make up its 
regiments and battalions bring to their occupations 
not only craft skill and acquaintance with materials 
but an understanding of the psychological appeals 
most calculated to influence their customers, a knowl- 
edge of the consumers’ needs and a relationship with 
the workaday world that is vital to the progress of 
their industries. 

Such men must have surroundings that will enable 
them to work without hindrance and to bring out the 
best in effort and thought of which they are capable. 
Office furniture is as much a part of their equipment 
as their portfolios or their sales manuals. Notwith- 
standing this fact, but little recognition of its rela- 
tion to business has been given by producers of office 
furniture. Yet the manufacturers have been serving 
powerful organizations whose executives are men of 
outstanding accomplishments. Their achievements 
planned at desks built by these cabinet workers and 
aided and safeguarded by files constructed by them 
have been epoch-making. Why should the furniture 
manufacturers not see in these circumstances a source 
of excellent advertising for their commodities ? 

Assuming that their equipment has made it possible for 
client groups ‘to function properly and to plan for huge under- 


takings, the Northwestern Furniture Company, of Milwaukee, 
five years ago hit upon the idea of exploiting the part which 


their products have played in the success of these concerns. 
Newspaper advertising naturally served as the first medium 
for expression of this idea, and then as its potency became 
apparent display space which had not been fully utilized 
before was brought into action to support the printed word. 


What could be more effective in conveying to the mind 
of the office furniture buyer the significance of certain types 
of equipment than a window showing these items set off by 
cards declaring it a reproduction of the types used by the 
famous firm of So and So? And then came realization that 
inclusion of the product of these houses in these displays 
would further window interest. 


This twist of the original plan opened the way to ex- 
tremely audacious showings. It is hard to conceive the 
shock which awaits the executive who finds in the windows 
of a furniture house such unrelated and unwieldy manu- 
factures as concrete mixers. Yet showing of a huge machine 
of this type was exactly what the Northwestern recently 
accomplished when they demonstrated the faith in their prod- 
ucts which had been expressed by the Koehring Company, 
internationally known makers of mixing machines. 


This display dumbfounded spectators and caused such a 
furore that the echoes of its installation have not yet died 
out. That it was valuable not only for the Northwestern but 
also for the Koehring Company was proved when a com- 
petitive firm grew irritated because they had not received 
the same opportunity. 


Furniture does not consist of so many pieces of wood, 
so many bolts and screws, or so many strips of veneer. It 
represents a utility of practical or ornamental value, and to 
be made attractive must be surrounded with atmosphere of 
the home or office that will endow it with interest and appeal 
based upon service. When its part in the furtherance of 
business achievement is depicted by association with the 
product of executives’ energy and research its role in the 
drama of American life becomes alluring. This treatment has 
produced new prestige for the Northwestern Furniture Co., 
flooded the office with requests from customers for similar 
service, and demonstrated the efficiency of the window as a 
means of broadcasting business-building and attention-com- 
pelling messages. 





BRITISH COLONIES VIE IN FRUIT SHOW 


The Imperial Fruit Show conducted at London from Oc- 
tober 29 to November 6 brought out noteworthy exhibitions 
by the colonial governments of Australia, South Africa, Can- 
ada and New Zealand. Settings and cut-outs as well as 
scenic backgrounds aided in enlivening public interest. 
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for Better Window Displays 
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Make Your Window Attractive With 


Artificial Flowers Glass Shelves , Spot Lights 
Artificial Fruit Glass Heel Rests Strip Lights 


Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders Cloth Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
Birch Bark Strips | Papier a Velours 

Card Holders : serge Velour Papers 

; . Price Tickets : 
Chenille Roping Plushes Vines 
Color Attachments “~ Wood Carvings 
Reflectors 


WwW Metal 
Revolving Tables se oa _ 


Scenic Paintings Wrought Iron 
Show Cards Stands 


Flood Lights 
Foot Lights 
Gelatine 

Glass Stands 


New and Unique Ideas for Spring Displays. 
Register Your Request for Samples at Once. 


Doty & Scrimgeour Sales Co., Inc. 


148-152 Duane Street New York 


Phones: Whitehall 2737-2738 
“Everything for Better Window Displays” 
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Agents for Protected Territories 
in the United States, Canada, and 
Other Foreign Countries 


We are now alloting protected territory in all 
parts of the United States, Dominion of Canada, 
Europe and South America, for the sale of a new 
display card and price ticket, which will save about 
90% of all card costs in every line of business. 


Those who will handle our line must be domi- 
nating figures in the display business—men whose 
vision initiative and only those who are able to 
quickly consummate a sale. 


The product we are now marketing was designed 
by one of America’s largest department store 
owners and is strongly backed by the biggest men 
in the retail field. 


The largest department store and the smallest 
retail business are both prospective customers. Re- 
peat business is unusually big and the commission 
on all sales is decidedly attractive. 


To receive consideration, complete data as to the 
business now controlled, territory desired and per- 
sonal history should be contained in the first letter. 
All replies will be held in strict confidence. 


AD-DISPLAY, INC. 
516 FABIAN BUILDING 
PATERSON, NEW JERSEY 























They are no substi- 
tutes for displaymen 
who have used 


Klee Fixtures 


“Let your display 
windows be 


KLEE FIXED” 








Klee Display Fixture 
Co., Inc. 


Manufacturers 


172 Atlantic Ave., 
Rochester, N. Y. 














Peerless Silk Plush 











National Display F'abric Co. 


“Silk Plush of National Reputation” 


Prepare for an Early Spring Opening! 
7 West Third Street. 


New York City 
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The Elements of a Good Display 


If the Purpose of the Window Is to Sell Goods the First Consideration 
Is Decision on Means of Interesting the Passer 


January, 1927 


By EVERETT W. QUINTRELL 
Display Manager, Elder & Johnson Co., Dayton, Ohio 


HE space consumed in the show window 
is about the most valuable footage in the 
entire store. If considered only from the 
standpoint of floor space, it is of the 
greatest value because, as a rule, it lies 

just within the limits of the front wall, and if used 
for selling would be the most advantageously placed 
in the entire building. 

However, merchants long ago perceived that this 
room could be profitably given over to advertising. 
Here they could show specimens of their goods, their 
garments, hats, shoes, fabrics, and all the other varied 
wares which appear on the shelves and cases of the 
modern department store. Now, thanks to the vigor- 
ous manner in which the department store displayman 
has followed up his opportunities, the hardware 
shops, the drug stores, groceries, and lately the finan- 
cial institutions, have been turning their windows to 
excellent account. 

This presentation of the goods which enables the 
prospective patron to see what is stocked and to form 
his own opinion as to its merits simplifies the sell- 
ing process. When the clerk begins his work, at least 
the greater part of the selling operation should have 
been completed. If the display is “right,” the patron 
knows what he wants, or has: definite ideas of the 
goods wanted, and the salesman’s task is resolved into 
the mere formality of supplying the goods. 











Now, what are the elements of good display? 
Granting that its primary purpose is to interest the 
public in the merchandise which the store is stock- 
ing, what artifices can we use to stimulate its interest? 
People will stop to look at our displays if the goods 
shown can be definitely linked up with their needs, 
their pride, or their comforts. For instance, women 
are tremendously interested in the things that go to 
make up their personal appearance, and anything that 
will tend to make them more attractive will meet with 
instant approval and will result in selling power for 
the article you are trying to put across. 

Salesmanship can be applied in the windows as 
well as behind the counter. We might call our win- 
dows the silent salesman, for many an article is sold 
before the customer enters the store. 

_ Read the leading magazines, find out what is be- 
ing advertised, and if you are displaying an adver- 
tised article, link it up with the ad, for the ideas 
used by the manufacturer are worthwhile and _ will 
increase the value of your window. 

In displaying your merchandise show the acces- 
sories that go with the articie you are presenting. 
With ready-to-wear you shoyld use hats, shoes, 
hosiery, gloves, pocketbooks, umbrellas, jewelry, 
handkerchiefs, etc. 

' In this day and age there is always some topic of 
interest that causes much discussion. For instance, 
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No Matter How Good the Ware, It Sells Better If Made More Attractive—A Giant Book Improves Mr. Quintrell’s Showing 
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Queen Marie and Princess Ileana’s visit to this coun- 
try gave the displayman a subject to dwell upon. If 
he was wide-awake he got all the information he 
could regarding their itinerary, their wardrobes, their 
personal traits, etc., and planned a display showing 
types of the garments worn by the royal visitors. 

During autumn when football games are very much 
in vogue, windows showing sports wear and acces- 
sories for the game make very interesting spectacles 
with which to capture the attention of both young 
and old and arouse a huge amount of interest through 
the appeal to school spirit. High school or college 
colors may be shown. 

Remember, that no matter what kind of a display 
you are planning there are three provisions which 
must be regarded. To consummate a sale it is neces- 
sary to: First, attract attention to your goods; second, 
arouse interest in them; third, create desire for them. 

In preparing to insure these accomplishments for 
your window the mechanics of display must be given 
careful consideration. 

Balance is the first essential, for no matter how 
much time and effort we put into our production, if it 
isphot@peasing to the eye it will not halt the passer, 
and without this quality forfeits the chance to become 
effective as a sales device. Color harmony is as vital 
as balance, for it possesses attraction force which is 
not found in mere symmetry. Pleasing color combina- 
tions are always arresting. 

Realism has a distinct value. When wax figures 
can be employed to make use of the goods clearer 
and more interesting, they add force to your wares. 
And do not overlook lighting! It ranks next to color 
in pulling power, and when used with screens becomes 
a factor of the color scheme. A spotlight focused on 
the featured wares is bound to obtain attention. But 
don’t think that the spotlight is sufficient ; have plenty 
of other illumination. 

One of the most important essentials is uncrowded 
display. Great stacks of merchandise do not, as a 
rule, prove appealing, although magnitude has its 
place in connection with handling of bulky and un- 
attractive small wares. 





REMARKABLE NEW BACKGROUND AND DISPLAY 

Covering a close study over the past ten years, Charles 
Hugo, president, Hugo Studios, Inc., 71 Park Place, New 
York City, is now producing what has every essential ap- 
pearance of being a made-to-order combination set of back- 
ground and display pieces consisting of thirty-four separate 
numbers. Mr. Hugo is an artist of wide reputation and 
training and spent a number of years in the motion picture 
studio field at Hollywood, Cal., creating artistic display 
sensations. These sets, being made in quantities and being 
widely distributed, are being marketed at an astoundingly 
moderate price. An artistic panel background, designed to 
fit practically any department store window, is graced in 
front with a number of decorative tables and stands of 
unique and artistic design. 

In addition to the main color scheme for the ensemble, 
it is possible to secure two other striking color changes by 
the use of two brocade-covered panels that fit on top of 
each of the tables and upon which the particular merchan- 
dise on sale is to be displayed. Among the various classes 
of goods that can be adequately displayed are lingerie, hand- 
kerchiefs, toilet articles, jewelry, leather goods, haberdashery, 
shoes, gloves, novelties, glass, silverware, etc. An_ illus- 
trated ‘announcement in this, issue will give a splendid idea 
of what the Hugo Studios, Inc., have contributed to the 
realm of progressive window display merchandising. 
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How to use 
your windows 


The best experience of America’s greatest stores in practically all 
fields of merchandising compiled and described clearly by William 
Nelson Taft, Editor. Retail Ledger. 


HANDBOOK OF WINDOW DISPLAY 
$5.00 Net, Postpaid 


You know the power of your windows. No need for arguing about 
that. Every keen merchant knows. William Nelson Taft, author 
of this real handbook of window merchandising, has been in a position 
for years to observe and glean the best ideas and plans from a wide 
variety of retail enterprises. Taft is a true business reporter. In this 
practical treatise, he does not content himself with mere observations 
—important as his editorial position is. He tells the “how” as well 
as the “why.” With a wealth of illustrations, diagrams, experiences 
and figures he shows how hundreds of successful methods have been 
carried out in making displays of all kinds attract 
and produce. Any one of these ideas might well be 
worth the price of the volume. 


Twenty-two Chapters of Valuable 
Window Data 


I. The Eyes (and more) of the Store. 
I. What Is a Window Worth? 
I. The 12 Most Important Points of a Window 


















































V. Classification of Window Displays. 
V. Tying the Window to the News. 
VI. The Effective Use of Dealer Helps. 
"IT. The Value of Motion. 

VIII. The Use of Color in the Windows. 

IX. The Use of Window and Price Cards. 

X. The Preparation of Window and Price Cards. 

XI. Window Backgrounds. 

XII. The Selection and Care of Wax Figures and 

E Other Accessories. 

XIII. Draperies. 
XIV. The Use of Real and Artificial Flowers and 
: Foliage. 
XV. The Window in Connection with the Store 
XVI Window Rel 
AVI. Window Relation to Store Entrance. 
XVII. How the Window Should Be Lighted. 
XVIII. The Effect of Light on 
the Sales Power 
of a Window. 
XIX. The Lighting of 
Small Store 
Windows and 
Stores. 

XX. System in Con- 
nection with 
Window Work. 

XXI. How to Dress 
Prize Winning 
Windows. 

XXII. Interior Dis- 
plays. 


See It Free 
Send No Money 


Judge for yourself. We 
gladly send the book for 
ten days’ free examination. 
We are sure that when you 
examine it at your leisure 
you will conclude that it 
will add many dollars to 
the business-producing power 
of your displays. But if you 
don’t think so, all you have 
to do is return the, volume 
for credit. No obligation 
whatever in asking to see it. 


Mail This Coupon 


FREE EXAMINATION COUPON 





Name of Company 


\Books sent on approval to retail purchasers in U. S. and Canada 
only.) D.W. 1-1-27 


a y ‘ 
§ McGraw-Hill Book Co., 370 Seventh Ave., New York. t 
: Send me for ten days’ free examination Taft’s HANDBOOK OF : 
4 WINDOW DISPLAY, $5. I agree to return the. book, postpaid, 3 
g in ten days or to remit for it then. 8 
7 Name pee hah aa i Dede AP we ; 
: Home Address : : 
@ City ; : ; ; State a 
; Position ; 
5 5 
4 1 
} q 
y 8 
4 
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The Outdoors in Hardware Windows 


In Featuring Sporting Goods the Path to Public Attention Is Through 
Visualization of Life in the Open 


By A. D. VANDERVOORT 


Treasurer, Vandervoort Hardware Co., Lansing, Mich. 


INDOWS count mightily in the work of a 
hardware company if handled right and 
‘there is every reason to give them atten- 
tion. The business organization which 
is keeping in the midst of civic and busi- 

ness progress, watching the horizon for every in- 

stance of change and improvement that comes into 
view, can make its windows a vital part of its ad 
vertising. We pride ourselves that our organization 
is progressive, and we have tried to make our dis- 
plays reflect our ideas and our ideals in a practical 
way. As an illustration of that effort we can point 
to a prize recently won in the Remington Sportsmen's 

Week competition, and the high standing we attained 

in the Lansing Fall Window Night. 





The setting that we used for the latter occasion 
was one of the best investments that we ever used in 
the sporting goods line and went far to prove that 
when you place the out-of-doors before the city man 
he stops to look. We had crowds in front of this win- 
dow for more than thirty days, and it is likely that 
the same people looked at the spectacle several times, 
for we did not put in our merchandise and sit down 
and forget about it. The setting was good, accord- 
ing to our notion, but we felt that variety would 
strengthen its appeal, so we changed the goods on 
display several times. Late in October we converted 
the green background into a snow scene, using green 
and blue lights to carry out the night effect, and the 
result was very beautiful. 

The principal feature of this setting was a log 
cabin—a real one—built by an old woodsman, who 





Interior Display as Practiced by the Vandervoort Co. 
Everything on View and Pleasantly Presented 


brought it down from the extreme northern part of 
the state and rebuilt it in our window. 

‘The lumber was cut in the brush. It took a day 
to design the cabin and the greater part of a night 
to erect it in the window as shown in the illustration, 
but if there ever was a realistic example of the old- 
fashioned hewn-from-the-log type this creation of the 
old guide from northern Michigan was one and it 
stopped the crowds daily. 

I have taken a good deal of pleasure in the last 
ten years in designing and building unique hardware 
windows. They have proved a feature of our pub- 
licity and their productivity has been unquestionable. 

Whether it be paint or percolators, guns or 
builders’ hardware, there is a mode of display that 
will lend attractiveness: to the featured ware and add 
to its salability. Our experience demonstrates it. 





A Genuine Backwoods Cabin Cut in the Brush by an Old Trapper Gave Matchless Appeal to This Vandervoort Display 
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in succession. 


fact that he is one of its graduates. 











It Pays to Study at 


Mr. Clarence Crawford the Koester School 
Christchurch, N. Z. 
Champion:of Australia 
1925 and 1926 











Be an Expert 


The great success of Koes- 
ter Graduates lies in the 
fact that they are experts 
and have had for their 
teachers the men having the 
greatest number of years’ 
experience in teaching. 


. Koester Draping is the 
standard method of draping 
used throughout the world 
and your window display 
education is not complete 
until you get this instruc- 
tion direct from the Koester 
School. 

The Advertising and Card- 
writing instruction is as 
thorough and up-to-date as 
the courses in Window Dis- 
play. . 





. 





One of Mr. Crawford’s Prize Winning Displays 


ATTENTION KOESTER GRADUATES 


We have in preparation a new Koester School Year Book and are 
anxious to illustrate the outstanding work of our graduates. If you 
have won any honors or prizes, let us know. Send us pictures of 
yourself and your work to be used in the pages of this new Year Book. 


Koester Education Remains Long After the Cost Is Forgotten 
! _ USE THIS COUPON > 


THE KOESTER SCHOOL 


314 S. Franklin St., Chicago 
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Koester Graduate Again Wins 
Championship of Australia 


Mr. Clarence Crawford, Display Mer. for Beath & Co., Ltd., 
Christchurch, N. Z., has been announced as the winner of the 
1926 championship window display contest of. Australia. 


Mr. Crawford won this same honor in 1925, or two years 


Not only did he win championship and gold medal with Cer- 
tificate of Merit, but he also won First Award Gold Medal and 
Certificate of Merit in the Open Class—Section Three. 


The Koester School takes great pleasure in congratulating 
Mr. Crawford on his success and takes further pleasure in the 


Reprint 
from Announcement 


in 
Draper of Australia 

Mr. C. G. Crawford, of 
Christchurch, N. Z.,_ re- 
ceives our hearty congratu- 
tions on having again won 
the championship medal. 
Mr. Crawford sent in three 
sets of photographs for en- 
try, and each set was a 
champion entry. We publish 
one of the second set as an 
example of the even quality 
of his work, which also 
shows keen artistic appre- 
ciation of values, originality 
of outlook and initiative in 
associating his firm with 
events of local interest. The 
prize window of Section 
III. serves to further show 
the champion’s versatility. 
Mr. Crawford’s success this 
year is even more meritori- 
ous than that of last year, 
because of the very high 
standard of the work sent in 
by his seventy competitors. 
The uniformly’ excellent 
work submitted is something 
of a record for these compe- 
titions. Entries were re- 
ceived from Queensland, 
New South Wales, Victoriz 
Western Australia, T 
mania and North and ° 
Islands of New Zeal? 
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St.Louis Utility WindowsStep Forward 
Remodeling of Union Electric Light and Power C 0. Building Is 


Distinguished by Adoption of Ultra-Modern Equipment 
By PAUL W. KLOERIS 


Display Manager, Union Electric Light & Power Co., St. Lous, Mo. 


OW the comforts of life have been popu- 
larized in the last two decades.is exempli- 
fied in the extension of. the use of elec- 
tricity for home lighting in St. Louis 
since 1911. In fifteen years the number 

of patrons using current for lighting and power for 
home utilities has leaped from 28,000 to 230,000. As 
a direct result of this tremendous advance in service, 
the home office of the Union Electric Light & Power 
Co. became so cramped that greater room was im- 
perative and this relief has just been secured through 
remodeling and enlarging of the office building. 

The value of display which has been growing 
more apparent each year received tangible commenda- 
tion in the character of the show windows which were 
installed in the remodeled front. Quite naturally I 
was deeply interested in this improvement and our 
executives were just as keenly concerned in seeing 
that the prestige of the organization and the oppor- 
tunity for adequate furtherance of its objectives 
through window advertising should receive ample 
consideration. 

The battery of windows speak for themselves. In 
their equipment the latest ideas in construction were 
utilized, and in backgrounds and in lighting they com- 





< . sail eal : ‘ 
‘OERIS—Top Left, the Frigid eA Provided for a Showing of 
“ilar Backgrounds.for Electric Radiator Exhibit; Below at the Left 
‘mpse of the Up-to-the-Minute Show Cases and Cabinets Installed 
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pare favorably with the. best, and) far outshine the 
majority of our St. Louis contemporaries. 

The backgrounds are of Zenitherm. This com- 
position has a soft finish and enhances merchandise 
to a greater degree than is possible with any other 
substance with which I am acquainted. It is by no 
means new to our craft having been used for floor- 
ing and sidewalks in exhibits, but I visualized it as 
a remarkable improvement for backs on the first 
occasion on which I examined it and I recommended 
it and favored it so strongly throughout the research, 
conferences and discussions on the subject of back- 
grounds that it was adopted. The results obtained 
have greatly exceeded my expectations and the com- 
ments that we have received have already made good 
my predictions that it would mark a new era in the 
handling of this feature of the window. In addition 
to employing it in our backgrounds, we have used it 
for our floors and ceilings in various shades and 
colors. 

Proper lighting, of course, has a great deal to do 
with the success of any display, and our windows are 
so equipped as to reduce daylight reflections to a 
minimum for straight panes of glass. Our electrical fit- 
tings, thanks to the efforts of our illuminating engi- 
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neers and the advice of my superiors, are on a parity 
with the best in St. Louis and probably with the rest 
of the country. They yield clear vision in the midst 
of day, daylight in the dark of night, and transforma- 
tions that amaze. 

We have four Mogul or Grant overhead reflectors, 
nine regular reflectors on Locust Street and eleven 
on Twelfth Boulevard, each carrying a 500-watt and 
200-watt bulb, respectively. There are three flood- 
lights in the front windows and five in the corner, and 
those on the line can be changed to spots. The foot- 
lights consist of nine 50-watt bulbs, three in the 
Locust Street windows and four in those on the 
boulevard. The corner has no footlights on account 
of the glass from the opposite side which renders 
them impractical. Two Grants are on one circuit, 
four and five regulars on one, each spot and flood on 
one circuit and each footlight likewise. 

Through manipulation of these I get my intensity 
and color schemes. These with the color screens and 
disappearing footlights give me an equipment with 
which any displayman could “show off.” 

For example, take our recent Kelvinator display. 
Kelvinators, you know, are électric refrigerators for 
which a cold atmosphere is appropriate. To get the 
desired effects, I used green and blue overhead color 
screens, alternating them with the regular reflectors, 
with green lacquered-dye glass on the footlights. I 
left the Grants bare and used these alone during the 
day, while at night the colors were used unassisted. 
The effect was beautiful and decidedly attractive. 
And right here is where the background proved its 
merit. It took the colors like a white material would 
take a color dye. The Grants alone gave us more 
light than is used in the average window. 

To contrast this with a vastly different treatment, 
let me cite a heater and pad display. This called for 
an atmosphere of warmth, and lighting gives us this 
as well as cold colors or anything else that the present 
world seems to demand. The overhead regular re- 
flectors were screened in red, the Grants were used 
bare, and the footlights in orange. With the flame 
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NICHES IN THE ARCADE WALLS—The White Zenitherm Backgrounds Are Adapted Readily to Any Type of Showing. 
Left is a “Baby Window”; Center, Boudoir Comforts; Right, Electric Percolators 








symbolized in red velour, the resulting spectacle fully 
carried the effect of rosy warmth in cold weather 
across to the passer. 

Our new battery contains eight front windows and 
four of the vestibule type. Several of the former are 
sixteen feet long, seven feet deep and nine feet in 
height. Another group is similar except for length, 
which in this case is eighteen feet, while the corner 
window has a frontage of twenty-two feet on Locust 
Street and twenty on the boulevard. All average 
twelve inches above the sidewalk with marble facings 
at the base, arch panels on each side which, together 
with the semi-arched windows of tapestry glass above 
them, affords distinction. Eighteen-inch valances 
complete their decoration. 

The vestibules average three feet by seven feet. 
These “pockets of art,” as I term them, have arched 
windows facing the street giving them a double field 
for visibility. They are in a class of their own for 
window display selling. 





FAIRBANKS-MORSE WINDOW CONTEST 


The annual midwinter display contest promoted by the 
Fairbanks-Morsé Co. has just been concluded, and the home- 
office staff at Beloit, Wis., is hard at work judging the pho- 
tographs submitted. The type of goods which Fairbanks- 
Morse dealers show would be discouraging to the average 
displayman, but, supported by the efforts of the advertising 
department of the home office, they have been able to pro- 
duce displays which in beauty and attractiveness rival the 
products of the most exacting windowmen in fields less com- 
plicated. 

The home office has gone to such pains in urging good 
window displays that it has described the character and 
color of the decoratives to be used and the method of their 
preparation. In the present contest, to encourage participa- 
tion the dealers’ division not only offered $115 in- prize 
money, split up into eight prizes, but agreed to pay $3.00 for 
every photograph submitted. This step was taken to enable 
economical dealers to photograph their windows without per- 
sonal expense. 

Aside from submission of the prints, the only other re- 
quirement of consequence was submission of a short letter 
telling of the results obtained from window advertising, and 
mentioning whether the window entered in the competition 
produced direct business results. The contest closed on 
January 15, which was the deadline for receipt of entries. 
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A View of the Huge Candle Which Mr. Glaser Used as the Stellar Unit of May’s Denver Holiday Decorations 





Denver Stirred by May Holiday Candle 


Giant Decorative Feature of Exterior Christmas Embellishments 
So Large That a Steam Derrick Was Used to Place It 


By J. MAXWELL GLASER 
Display Manager, The May Co., Denver, Colo. 


HE neat and dignified and withal, forcefully 
impressive decorations given the May 
Company Building during the holidays 
were without a doubt among the most 
beautiful Denver has ever seen. 

The feature of the decorative scheme was a huge 
Christmas candle. which was mounted on the second 
floor ledge at the corner of the building. This great 
candle was thirty feet in height and weighed 1050 
pounds. It required a large steam derfick to hoist it 
to its position and the incident was so unusual as to 
attract the attention of all the local newspapers, which 
photographed the events and ran them in connection 
with news stories. 

The great candle was the most unique departure in 
store decorations in many years. Despite its great size 
it was in perfect harmony. with the balance of the decor- 
ations, and, with its surroundings, was. a work of art. 
The candle proper, was finished in a bright Christmas 
red while hanging from the flame were generous gold 
drippings. The flame was a 500-watt light surmounted 
by a silver star, and the assembled parts were flooded 
by spotlights mounted face upward at the base. This 
arrangement produced an extremely bright and gala 
effect, whose novelty aroused an unusual interest 
throughout the city. 

The huge wreaths hanging on both sides of the can- 
dle measured twenty feet i diameter and were made 
of evergreen, spruce and red rustic pine cones and 


German static. Each wreath was illuminated with red 
lights.’ Draped from the corner of the building and 
connecting the wreaths were great ropes of evergreen 
which were lighted with green bulbs. 


The Christmas trees .on both sides of the building 
were lighted with red and green globes. A blanket of 
evergreen extended the full length of the ledge of the 
building on both walls. ‘This made a wonderful base 
for the decoratives which were conceived and fashioned 
under the direction of our Display Department. Four 
weeks were consumed in preparing them and fourteen 
men were required to place them. 


_ Not only were the outside decorations of the May 
Store unique but the inside decorations neatest, richest 
looking job in the region. An extreme departure from 
the usual scheme of red and green fixings was the rich- 
looking combination of silver tinsel and red wreaths 
and flowers. The entire length of the store was draped 
with tinsel cords, which meet a wreath at either end. 
Besides each wreath was a red candle, which was sur- 
mounted with an electric globe representing a flame. 


—_ 


WATERBURY (CONN.) STORE WINS PRIZE 


The Fitzmaurice-Sherwood Shoe Company won the first 
prize again for the best dressed shoe window during the 
Style Show, which was held in Waterbury recently. This 
store also won the grand prize for the best display of mer- 
chandise shown in the city, thereby making them double 
winners. 
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Collar Stand, Tee Stand, Shirt ‘Stand, Hat Stand, Pants Tee Stand, Box Goods Stand ; ff . 
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An Interesting Group of the New 
Moorish Design Display Fixtures 


The unique design of these fixtures ac- 
counts for their popularity. The group 
illustrated are only a few of the attractive 
fixtures which comprise this assortment. 


Your displays. will be much more 
effective if you install a set of the 
new Moorish Design fixtures. 








QUALITY and ORIGINALITY VA 


ee a] The Onli-Wa Fixture Co. 
Dept. D. W. 


. St. Paul Ave., Dayton, O 
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WONDERFUL!!! 


For Every Branch of Merchandise 
New—Vastly Improved Display Novelties 


LOW PRICED—SUPERB 
LOOKING—PRACTICAL 


Our line comprises startling 
innovations for the display 
of ladies’, men’s, children’s 
and infants’ wear. 


Department Store 
Chain Store © 
or 
Specialty Store 





You can not afford to over- 
look our line if your win- 
dows are to be effective and 
up to date. 


That’s Our ar ‘Contribution 
for This Season 
Get Our Catalogues 


ANGLO DISPLAY FIXTURE CO. 
246 W. 38th St. Dissias ‘equipment New York City 














For Beautiful and Attractive 


SPRING DISPLAYS! 


Use richly patterned fabrics that will attract 
passers-buy to your windows. 


FLOWERED MENDELINE 


Beautifully embossed rose and spider web design 
in a variety of color combinations. 


ROSE PATTERN SATIN 


Designed in colorful groups of lifelike roses on a 
background of black satin. 

Our fabrics are handled by the largest display fix- 
ture dealers, who will be glad to show you our line 


§ MENDELSOHN’S TEXTILE CORP. 
$ 156 West 45th Street New York 










Beautiful Fabrics make 
Beautiful Windows! 


Increase your sales through your window by using 


, 

, 

; 

MAH ARAM 
4 ORIGINAL AND UNUSUAL 
Display F'abrics 
Manufactured at Our Own Mills 

4 


Now you can buy your window display fabrics in any 
quantity direct from the manufacturer offering a wide 
4 range of superior fabrics in effective colors at prices 
2 that will astonish you. 


24 WRITE FOR SAMPLES AND SUGGESTIONS 


MAHARAM TEXTILE CO. 


107 West 48th St. New York City 
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‘You Can Study at Home in Spare Time or Specialize 
- At the School Under My Personal Direction 


IG money. Fascinating 
work. Unlimited field. 
Chance to own your busi- 
ness. Many earn $50 to 
$200 weekly. Easy and 
quick to learn. We teach 
you in your spare time— 
few hours weekly—at 
home or school. Thousands 
of —omnee graduates. 
1 and largest school 
devoted exclusively to this 
profession. Complete, 
thorough-going courses in 
all branches: Sign Paint- 
ing, Show-Card Writing, 


Earn *50 to $200 Weekly 
Poster Designing and Com- 


mercial Lettering. Write for information and Strong’s “Book of Facts”. 


STRONG’S DETROIT SCHOOL OF LETTERING 
Stimson Ave. Est. 1 Detroit, U. wa A. 
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WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT MAKE YOUR STORE 
WINDOWS ATTRACTIVE 


Some of Our New Ideas Will Surely 
PROVE Satisfactory to You. 


Send Us Your Window Measurements and We 
Will Forward Sketches, Samples and Estimate. 


YOURS FOR SERVICE 


CROWN CURTAIN Co. 


81 FOURTH AVE. NEW YORK CITY 
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Soaring Sales Mark Sportsmen's Week 


Fifth Window Display Contest Conducted by the Remington Arms Co. 
Proves Its Value by Driving Volume Skyward 


By PETER P. CARNEY 


Publicity Manager, Remington ArmsiCo., New York ~ ie 


HE $5,000.00 na- 
tion wide Sports- 
men’s Week 
Window Display 
Contest, staged 

October 11-16, 1926, by the 
Rentington Arms Company, 
brought in a veritable ava- 
lanche of genuinely interest- 
ing photograph of sales-com- 
pelling windows. i" 

This, the fifth annual Remington Sportsmen’s Week 
Window ‘Display contest, attracted more attention and 
created more interest than any of the others. In the 
history of modern merchandising a more successful 
window display competition was never conducted. The 
contest was remarkable in more than one way. Not 
only were hundreds of windows exhibiting displays of 
an attractive nature contributed, but Remington also 
received many letters from dealers informing them that 
the colorful displays increased their volume of sales 
from ten to thirty per cent. 

It is safe to say that the business of every dealer 
who made use of the Remington window display ma- 
terial at the suggested time increased his volume of busi- 
ness at least ten per cent. Pleasing and timely window 
displays should increase the number of sales. If the 
display is good enough to stop people, it should be good 
enough to bring them into the store. 

This letter to Remington from the Hoffman and 
Goodman Co., of Richmond, Va., one of the third prize 
winners in group three, bespeaks the opinion of hun- 
dreds of progressive merchants: 


“With reference to the window, we want to say that we 
received the attention of every merchant as well as the 
general public, and during the ten days that we had the dis- 
play WE ACTUALLY HAD MORE PEOPLE IN FRONT 
OF OUR STORE THAN ANY OTHER STORE IN THE 
CITY. OUR hunting goods and shell BUSINESS IN- 
CREASED in volume about 30 per cent over that of last 
year, and we feel confident that it was BECAUSE OF THE 
ATTRACTIVE REMINGTON DISPLAY.” 

Anattractive window display stops and brings in cus- 
tomers and increases the volume of sales. That’s the 
story in a nutshell. 

Thinking along progressive lines, Remington be- 
lieves that merchants who are enterprising and ambi- 
tious enough to remind possible customers of their needs 
through attractive window displays cannot help but do 
a greater volume of business than the dealers. who are 
disinclined to make an effort to “say it with windows.” 
The windows are salesmen who can and should be made 
to produce results every hour of the twenty-four—not 
only during Sportsmen’s Week but the other fifty-one 


weeks of the year. The sucéessful merchant is the. 


one who keeps abreast of the times. 





The Center Unit of a Group of Three Which Won 
$100 for C. T. Robertson, Kalispell, Mont. 


matkable photographs the 
two windows of the Escon- 
dido. (Cal.) Hardware & Fur- 
niture Company were judged 
the best and to this firm was 
awarded the grand prize of 
$250.00. In 1925, the Escon- 
dido Company won first prize 
in Group One. This is proof 
conclusive that the Escon- 
dido concern has a windowman of exceptional ability. 
The population of Escondido is 1789. Population, 
however, has nothing to do with the trimming of 
windows. 

Everything the outdoor man needs in the best 
known, best advertised and best selling lines is shown in 
one'window. There are Remington guns, Remington 
Game Loads, Remington Pocket and Sheath Knives, 
hunting clothing, boots, lanterns, flashlights, scissors, 
traps, thermos bottles and jugs, axes, razors, razor 
blades, shaving brushes, clippers—a wide variety. The 
artist evidently worked on the idea that “the world needs 
to be reminded as well as informed.” 

Excellent use was made of Remington display ma- 

terial; and hanging in the back of the window, directly 
in the center, was a circular sign announcing Reming- 
ton Sportsmen’s Week. In the center of this sign was 
a deer’s head. This sign set off the window beautifully. 
Under the sign was a wild cat, looking anxiously over 
a tree stump. A wonderful window, but no better than 
the other ; which was of a lake camping scene. 
_ Around the miniature lake in the window was a 
miniature tent and automobile, a Remington shotgun, 
some Remington Game Loads, a Coleman camp store, 
folding chair, lantern, pail, axe, wood, and such things 
as you would find in a modern and well-equipped camp. 
In the lake were two small boats. The camp was 
flanked by trees, and there was a sign telling how to 
prevent brush fires that everyone could read. 

Commenting on their windows when they sent them 
to Remington the Escondido Company wrote: 

“These windows have created very considerable local in- 


terest and our ammunition sales have been highly satisfac- 
tory. We attribute no small amount of this to the windows.” 


First prize of $100.00 in Group One (under 3,000 
population) was awarded to the F. C. Palmer Company 
of Toppenish, Wash. Second prizes of $75.00 each, 
were awarded for the windows of Hugh Saum, of Edin- 
burg, Va., and Elmer Wardrope, of Leeds, North 
Dakota. The $50.00 prizes were taken by the Morgan 
Park Co. (the Lake View Store), Morgan Park, Minn., 
Blume Brothers, Redfield, South Dakota ; and Omohun- 
dro Hardware and Furnishings Company, of Whites- 
boro, Texas. , 
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Sportsmen’s. Week Windows—Above at the Left is John T. Mackey’s Display for Herpolsheimer’s, Grand Rapids, Which Won 


$75 Prize; Top Right, Window Which Bagged a $100 Prize for Tritsch Hardware Co., Denver; Below Are the Two Escondido 


awarded to C. T. Robertson, of Kalispell, Mont. The $75.00 
prizes were taken by the Brookhaven Hardware Company, 
of Brookhaven, Miss., and the McCormick-Saeitzer Company, 
of Redding, Cal. The $50.00 prizes went to Albert G. Shaffer, 
Ventura, Cal.; Fritsch Hardware Company, of Sedro-Wool- 
ley, Wash., and Phelps-Dodge Merc. Company, of Dawson, 
New Mexico. 

First prize in Group Three (over 6,000 population) was 
awarded to the Tritch Hardware Company, of Denver, Colo. 
Hoffman & Goodman, Richmond, Va., and the Herpolsheimer 
Company, of Grand Rapids, Mich., won the second prizes 
of $75.00. The $50.00 prizes were given to A. H. MacArthur 
& Company, of Billings, Mont.; Jensen-King-Byrd Company, 
of Spokane, Wash. and the Kimball-Upson Company, of 
Sacramento, Cal. 

The photographs came from merchants in crossroad towns 
as well as from the larger cities and were judged solely on 
the basis of the window displays’ merchandising value, orig- 
inality, general attractiveness, and trade-pulling power. The 
judges did their work well, and theirs was no easy task. 
The men who waded thorugh the pictures to a successful 
ending were: Llew S. Soule, editors of “Hardware Age”; 
Rivers Peterson, editor of “Hardware Retailer,” and Taylor 
Spink, general manager of “Sporting Goods Dealer.” 


Space will not permit listing all the hundreds of prize 
winners, but here is a list of the winners of the major 
prizes ins-each group: 

GRAND PRIZE, $250—Escondido Hardware Company, 
Escondido, Cal. 

GROUP 1—First Prize, $100: F. C. Palmer Company, 
Toppenish, Wash. 

$75.00 Prizes: Hugh Saum, Edinburg, Va., and E. Ward- 
robe, Leeds, N. D. 

$50.00 Prizes: The Morgan Park Co. (Lakeview Store), 
Morgan Park, Minn.; Blume Bros., Redfield, S. D., and 
Omohundro Hardware & Furnishing Company, Whitesboro, 
Texas. 

' $25.00 Prizes: Martin Hardware Company, Gilroy, Cal.; 
Canichols Hardware Company, Rock Rapids, Iowa; G. R. 


Hardware Co. Displays Which Captured the $250 Grand Prize 


In Group Two (3,001 to 6,000 population), first prize was ° 








Smith Company, Cleveland, Miss.; E. R. Adams, New Rock- 
ford, N. D.; Newberry’s Hardware Company, Alliance, Neb., 
and Peterson Hardware Company, Blair, Neb. 

GROUP 2—First Prize, $100: C. T. Robertson, Kalispell, 
Montana. 

$75.00 Prizes: Brookhaven Hardware Company, Brook- 
haven, Miss., and McCormick-Saeltzer Company, Redding, 
California. 

$50.00 Prizes: Albert G. Shaffer, Ventura, Cal.; Phelps- 
Dodge Mercantile Company, Dawson, N. M., and Fritsch 
Hardware Company, Sedro-Woolley, Wash. 

$25.00 Prizes: Auburn Hardware Company, Auburn, 
Wash.; Ekblad Hardware Company, Marshfield, Ore.; 
Sellers & Son, Kendallville, Ind.; Logan’s Sporting Goods 
Store, Salinas, Cal., and Brantley Bros., Troy, Ala. 

GROUP 3—First Prize, $100: Tritsch Hardware Com- 
pany, Denver, Colo. 


$75.00 Prizes: Herpolsheimer Company, Grand Rapids, 
Mich., and Hoffman & Goodman, 514 East Broad Street, 
Richmond, Va. 

$50.00 Prizes: A. H. MacArthur & Company, Billings, 
Mont.; Kimball-Upson Company, Sacramento, Cal., and 
Jensen-King-Byrd Company, Spokane, Wash. 

$25.00 Prizes: J. M. Stewart & Company, Indiana ,Pa.; 
Steel Hardware Company, Wichita, Kan.; Sport and Travel 
Shoppe, 6533 Hollywood Boulevard, Hollywood, Cal.; Fox 
Brothers, Inc., Pine Bluff, Ark.; Vandervoort Company, 
Lansing, Mich., and M. Kunkel & Sons, 325 West Second 
Street, Davenport, Iowa. 





GILBERG OPENS DISPLAY SALESROOM 

Harry Gilberg, well known to the display fraternity in 
New York City, has opened salesrooms at 1194 Broadway, 
where he will feature display and lighting specialties of the 
leading manufacturers, such as Display Stage Lighting Com- 
pany’s automatic color blending outfits, mechanical display 
machines, Scene-in-Action displays and draperies. Mr. Gil- 
berg invites displaymen and merchants to make their head- 
quarters at this central location while in the metropolis. 
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Carton Magic Shown During Yuletide 


Ability of the Beautiful Package to Enhance Its Contents and 
Add to Their Desirability Demonstrated on All Sides 


UITE a while ago it was when the first wag 
remarked that while it was but a short time 
from Christmas to New Year’s, it was con- 
siderably farther from New Year’s to 
Christmas. Having gone through the trials 

and tribulations of the gift buyer so recently, pushing 
through surging throngs and fighting for time to make 
a round of stores where goods could be procured that 
would assuage the thirst of relatives and friends for 
holiday finery, we now have much time to contemplate 
the high lights of the departing holidays. 

The first thing which pops up is the number of boxes 
which were required to speed the Yuletide presents on 
their way. Boxes—paper boxes—were at a premium. 
Didn’t we stand in front of the tie counter on repeated 
occasions to hear a chorus of voices demand “Will you 
box it?” Wasn’t the same inquiry echoed to furnish- 
ings salesmen, to toiletry clerks, to dealers in purses 
and handbags, and to virtually all the army of retailers 
who served as the purveyors of Christmas wares? 


It’s strange to note the universality of this appeal, 
but it would be sheer stubborness to ignore it’s preval- 
ence. Somehow, in some mysterious fashion, the public 
has become convinced that boxing an item immediately 
separates it from the mass and gives it superiority and 
a desirability that cannot be found in the goods them- 
selvés. Perhaps there is a dim harking back to other 
days when most of our commodities were sold in bulk, 
and a comparison with the standards and qualities of 
packaged wares which have supplanted them. Certainly 
the carton manufacturers cannot claim all the credit for 
this change. Despite the earnestness of their efforts, 
the propaganda which they have inspired has reached 
but a small percentage of the American masses. Cer- 
tainly it was not the deliberate efforts of manufacturers 
which gave the package its prestige. Rather the pro- 
gressive elements in manufacture have found a marked 
preference for packaged gifts already in existence and 
have adjusted their methods of distribution to share in 
the benefits of such a phenomenon. 


Leaving out for the moment the stimulating effect of 
the colorful package in every-day buying, an effect that 
has been revealed through multitudinous test campaigns, 
the package has served a practical purpose in convert- 
ing homely wares of an extremely practical nature into 
appropriate gifts. It is hard to believe that such a result 
was conceived and brought about by. the resourceful- 
ness of any manufacturer or group of manufacturers. 
Perhaps the pioneers in this. field could be found by 
even slight investigation, but it is more likely that “a 
stab in the dark” revealed an eager public whose recep- 
tion of the novelty was so friendly that competitors fol- 
lowed suit with unblushing haste. 


The Christmastide just past exploited a fad for belt 
sets. Ordinary leather belts with initiated buckles were 
offered in a variety of boxes and were snached up 
eagerly by shoppers. Meanwhile the ordinary belt, 


suspended from its hangers above the haberdasher’s 
showcase, werit begging. . 

We recall one delightfully colorful box developed 
in a combination of blue and gold. Closed, its beauty 
intrigued the eye; open, it revealed a belt and a pair of 
garters appearing through openings in a gold-hued 
paper screen which covered the smaller and plainer 
cartons in which the wafes were placed. As long as 
the screen was in place its colorful mantle blended well 
with the similar hues of the lid lining, presenting a rich 
and appealing appearance which quickly promoted sales 
from the display tables. But when the screen was re- 
moved it was as though pretty Cinderella had been 
stripped of her finery. The belt and garters no longer 
assumed their holiday attire; divested of their glamor 
they were simply the familiar, ugly, everyday acces- 
sories. 

There was another unit devised for holiday trade 
which forcefully demonstrated the package’s contribu- 
tion to merchandise appeal. This was the smiling like- 
ness of a small boy occupying the entire face of the 
screen which fitted into the gift box. Around his 
collar was fastened a real tie and in his blouse pocket 
was a real handkerchief. These were of very ordinary 
composition but the fanciful introduction of these prac- 
tical presents into the little picture worked so effec- 
tively upon the buyer imagination and struck him so 
drolly that he was glad to “pick it up” at a very good 
price. 

Instances of this kind could be multiplied indefinitely 
without making the value of the carton and display 
lithography any clearer, but the illustrations effectively 
show the quickening power and the sales promotional 
value which attach to proper packaging. 

In a period when appreciation of art is more general 
than ever before and insistence upon symmetry and 
color are universal, the package can be used to build 
a background of interest and romance around the most 
prosaic goods. The buyer, when brought into contact 
with goods so handled, does not merely purchase stan- 
dard merchandise. He temporarily leaves the harsh and 
unyielding commercialism of his day behind and ram- 
bles off into the realm of phantasie where skies are 
always blue and “music-throated birds enthrall the lis- 
tening air.”” It may seem absurd that a practical, hard- 
fiisted generation will embrace these Utopian adven- 
tures but merchandising experience testifies wholeheart- 
edly to the cash register benefits which acknowledge- 
ment of their lure produces. 


COLEMAN COMPANY REORGANIZED 

The David A. Coleman Co., formerly of Benton, IIl., and 
which went into bankruptcy, has been reorganized by some 
of the former officers of the corporation and will continue 
to be operated under the former trade name. The company 
has located at 110 Locust Street, St. Louis, Mo., and with 
new capital and new equipment is already operating on a 
profitable basis. They are equipped to serve national adver- 
tisers with high-class window and store displays executed 
by the process method of reproduction. 
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Agate Named W.D.A.A. Manager 


' Display Body Chooses Former Member of Wertz 
Service Staff as Organization Director 


NNOUNCEMENT of the appointment of C. C. 
Agate as managing director of the Window Dis- 
play Advertising Association is contained in a 
statement recently issued by Lee H. Bristol, 
the association president. Selection of the new official 
is in conformity with plans shaped at the last convention 
which called for employment of a full-time executive. This 





; Cc. C. AGATE 
move was made possible by collection of $10,009 voluntarily 
subscribed by the membership to be used as a sustaining 
fund to cover expenses pending acquisition of a larger mem- 
bership, so that the association might at once function effec- 
tively in promotion of its aims and purposes. 

Mr. Agate comes from the staff of Frederick L. Wertz, 
display counsellor, New York City, with whose organization 
he has been identified since May, 1926. Previous to this 
affiliation he was, for four years, advertising manager for 
the Manhattan Electrical Supply Co., of New York, manu- 
facturers of “Red Seal” batteries, “Red Seal” and “Man- 
hattan” electrical and radio products. He came to this 
company from the electrical group of the McGraw-Hill Pub- 
lishing Co. Prior to the war he was connected with the 
Richards-Wilcox Manufacturing Company, New York City, 
makers of hardware specialties. During the conflict he 
served as a captain of artillery in one of the A. E. F. combat 
divisions. 

The association will continue to maintain its -headquar- 
ters at the offices ofthe Wertz organization, 8 West Forty- 
seventh Street, New York City. Mr. Wertz, who was elected 
secretary of the association at the recent convention, retains 
his position. 





NEW POSTS FOR WELL-KNOWN DISPLAYMEN 

George B. Rooney, recently display manager for Lansburg 
& Bro., Washington, D. C., has been appointed to the same 
position with the Gimbel Store, Philadelphia. Mr. Rooney 
is‘a former president of the Metropolitan Display Club of 
New York City and vicinity, and was for a time in charge 
of displays for Abraham & Strauss, Brooklyn. In his new 
position he will have control of the huge battery of win- 
dows which feature the new twelve-story store. 

Raymond T. Whitnah, member of The DISPLAY WORLD 
Advisory Board, and long display manager for Crosby Bros., 
Topeka, Kansas, where he. distinguished himself in many 
display contests, has joined the Walter Zemitsch organiza- 
tion at St. Louis and will asist in sales and designing. Art 
flowers and decorative accessories are the principal products 
of this house. 
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DISPLAY FABRICS 


From the House of 


DAZIAN'S 


are like the imprint of 
sterling on silver. You 
have the assurance of 
the very newest and 
most authentic designs 
and materials from the 
same source as utilized 
by the leading Broad- 
way theatrical pro- 
ducers. 


WHEN YOU SEEK 


originality and the 
seemingly unapproach- 
able, call on us for 


REAL HITS 


etearrs 


she, 


142 West 44th St. 177 No. State St. 
New York City Chicago, Ill. 
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Anniversary Sale Display Program 


How Back’s of Little Rock Handled the Details of 
Their Forty-third Business Birthday 


By. PHILIP G. BACK 
Joe D. Back & Brother, Little Rock, Ark. 


HE results of the forty-third birthday sale exceeded 
our expectations by a great percentage. The 
success of the event was due to two usual 
features—the newspapers attracted the attention 

of the shoppers to the store, while the show windows sold 
the merchandise. There was nothing unusual to our win- 
dows other than that we went back a little bit and displayed 
merchandise in stocky manner. The color combination we 
carried out was that the store was decorated in autumn oak 
leaves, multi-colored, in arches and sprays, etc., with long, 
tapered, electrically lighted candles on the@ledges of all 
shelves, forty-three of them in all. 

~Show cards were used throughout the store the same as 
the ones in the windows, which were green with the name, 
“The New BACK’S Forty-Third Sale,” printed at the top 
from a hand-drawn cut. This color scheme and style decora- 
tion was carried out in every place except the basement, 
where bright salmon-colored cards were used. Our windows 
were prepared with as little decoration as we possibly could 
use. 

We had paper banners made, furnished by a large eastern 
concern, with the imprint “Back’s Forty-third Birthday Sale” 
in the center. Several thousands of these were used through- 
out the store. Every window was changed at least once a 
day. We were handicapped to the extent that our window 
trimmer left us just before the sale started, and we did not 
carry the plans of window decorating through. 





NOVELTY DISPLAY FIXTURES 
The Anglo Display Fixture Co., 246 W. Thirty-eighth 
Street, New York City, is offering a most ingenious com- 





posite of the cut-out figure and the full-modeled display 
form. The result is an effective unit of exceptional display 
merit. 

The head and bust is of that alluring type that is in such 
popular vogue among the large department stores, with the 
body, arms and daintily posed legs of flat %-inch thick 
board mounted on a chased heavy metal base of very pleas- 
ing design. A variety. of this type of figure has been adapted 
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to the many different branches of merchandise display, thus 
providing a distinctive novelty for every purpose. 

The. ensemble is one of startling attractiveness and 
should prove of unbounded interest to those’ retailers and 
chain store operators who have been compelled to forego 
the advantages of artistic display due to their expensiveness. 





How the Agency Regards Display 


(Continued from page 11) _ 
plan of distribution as they have on the display pieces them- 
selves. 

I believe that if the advertiser gets the benefit of the 
agency’s knowledge of his business, and in addition gets the 
benefit of the producer’s knowledge of the technique of pro- 
ducing. display material, he is going to get better displays. 
And that is what you come back to every time. 

My experience has convinced me that he will get better 
displays and a better display plan if he works with the agent 
on one hand, and the producer on the other, both together, 
than he will if he works with either one alone. He is going 
to get better displays and plans with less trouble and bother 
and less waste of time, and he is going to save money, as I 
am going to point out a little later. 

The next thing I want to cover briefly is how this affects 
the agent. The agent has built up his business around the 
preparation of publication advertisements. As other media 
have grown in importance—billboards, posters, radio, window 
displays—and as more has been learned about them, the agent 
has become interested in these other media. They often 
reflect right back to and tie in with the general publication 
campaign. 

Th agent, although he has been thinking about these other 
media, has not reached the point of absorbing them, most of 
them, posters as well as window displays, into the actual 
routine of his business. The agent is more or less, I believe, 
coming to the parting of the ways on a good many of the 
branches of advertising as well as on window displays. Should 
he branch out or not? 

George Batten Company branched out with its Trade and 
Industrial Division, and finds this department makes a very 
interesting story to both clients and prospective clients. 

In talking about the department to the latter, I haven’t 
dwelt very much on window displays. But every time I men- 
tion window display their ears prick up and their faces lighten 
up, and you never saw prospects look more interested. 

That is about as good a reason as I know of for the agent 
interesting himself in window displays. Incidentally, the pros- 
pect’s interest is about as good a proof as you can have that 
advertisers, a great many of them, feel there is something 
wrong with their window displays. They haven’t the certainty 
that they are on the right track in their window display ad- 
vertising that they have on much of their other advertising. 

There is no question that as ‘the agent learns more about 
other forms of advertising, such as window displays, he is 
going to get a better viewpoint on his client’s entire advertis- 
ing budget.. I believe that better advertising right straight 
through from the magazines down to the package inserts is 
going to result. Not only is this what the advertiser wants, 
but it will result in bigger appropriations, which of course, 
are of interest to everybody concerned. 

So I believe that an agent who offers advertisers help on 
their window displays will find he has a new hook to his 
solicitations, as well as a better all-round service to his clients. 





CHICAGO CARDBOARD CO. CELEBRATING © 

The Chicago Cardboard Company, Chicago, IIl., celebrates 
its twenty-fifth anniversary this year with the introduction 
of a large and new line of attractive shades of stock in the 
various plaster effects. They have always striven to produce 
boards that would answer the requirements of the display 
and show card trade and to their progressiveness in antici- 
pating new trends is their success attributed. 

C. T. Ozmun, president, and C. L. Griffis, vice-president, 
have been members of the firm from its inception. During 
the past few years the use of colored cardboard for show 
cards and display purposes has been increasing very rapidly, 
which is due to the added results thus obtained. . 
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Sterling Reflector 
No. 223 
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No. 253 
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NOW is the time to plan that BETTER LIGHTING STERLNG STIPPLE Reflectors are a sound, profit- 
for your Spring Window displays. And now is the able investment for the effective and efficient lighting 
time to get in touch with our Show Window Lighting of Show Windows that pays for itself ina very short 
Engineers, who will gladly assist you in your lighting time. The silvered glass reflecting surface provides 
problems. Write today and send rough sketch of win- ENDURING LUSTRE that is guaranteed for a life- 
dows and approximate sizes. No obligation whatever. time of service. 


Reflector & Illuminating Co. 
Manufacturers & Engineers 
1403 Jackson Blvd. Chicago, U.S.A. 
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Chicago Monthly Display Review 


State Street Displays Blossom Out in Showings of Apparel for 
Southern Resort Wear Together With Winter Clearance Sales 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


IGHT after the finish of what was perhaps the 
largest Christmas business in the history of 
Chicago retail stores, the Christmas decora- 
tions were removed and. the windows re- 
trimmed with other merchandise more season- 

able for the first month of the new year. 

According to the usual custom, some of the State Street 
stores made a feature of Spring styles for southern tourists, 
While others devoted their windows and newspaper advertis- 
ing to the movement of winter merchandise at clearance sale 
prices. 

Among the State Street stores featuring springtime ap- 
parel most generously, Marshall Field & Co. stand out most 
prominently. The entire State Street frontage, with the ex- 
ception of the corner window. at Washington and State 
Streets, featured such goods. Special floral decorations suit- 
able to the occasion and background treatment in keeping 
with Mr. Fraser’s good ideas as to appropriateness, provide 
refreshingly beautiful settings. 

The decorative motif consists of huge baskets filled with 
flowers placed on improved balustrades jutting out from the 
right end of the window about three feet back from the 
glass. The flowers are in pink, rose and lavender; the 
foliage, green, tinted with silver. The ornamental baskets 
have been specially made and are decorative in appearance. 
The flowers and the foliage are over-large and literally fill 
the basket, overflowing nearly tothe floor. 

To balance with the floral display in the right of the 
window, a similar spray of the same kind of flowers is caught 
up against the wainscoting at the left of the window near 
the rear corner, the end trailing down to the floor. In be- 
tween are shown two forms dressed in southern garb. The 
floor is of dark blue carpet. The lower part of the back- 
ground wall consists of a mottled green wainscoting up to a 
point of about four feet from the floor. Above this are uni- 
form panels extending to the ceiling, formed by covering the 
background proper flat with a piece of silk in a pastel shade. 
The colors, while solid in each window, run the gamut of 
rose, pale green, mauve and pale blue. 

Each window exhibits a single garment, a gown, a Style, 
or a color. Sometimes two gowns of the same style in 
slightly different colors are shown together. In one window 
two costumes of slightly different styles -are shown in the 
same color. 

Coincident with the elaborate display of apparel for 
southern wear made in the windows of the main store, dis- 
plays of merchandise, including clothing, hats, sports ap- 
parel, and so on, are made in the window of The Store for 
Men at the corner of Wabash and Washington Street. 

In the corner at State and Washington Streets there is 
a very beautiful display of table damasks and an elaborately 
carved table with Roman chairs to match is shown in the 
center of the large window. The table is beautifully deco- 
rated with a centerpiece of rose crystal forget-me-nots. 
Four pieces of artistic spun glass figures to the setting are 
shown in connection with the table decorations. Spanish 
lace runners are shown along each side of the table. The 
table is set with a service of rose crystal glasses with green 
stems. The beautiful appearance of this table and its deco- 
rations is attracting a great deal of attention. On a low 
plateau, near the front glass, both on State Street and on 
the Washington Street side, table linens are displayed. These 
are shown in the bolt and colors of lavender, green, pink, 
blue, yellow and gray are featured. 

At Mandel’s all of the State Street windows and two on 
the Madison Street side are devoted to displays of modes 


for southern wear. These are featured as coming from their 
“Palmetto Shop,” small window cards reading, “From the 
Palmetto Shop.” 

The backgrounds for the windows at Mandel’s for this 
event are very attractive, indeed. They consist of a rather 
“sketchy” scene done in green on a tan background. Tan 
and green are the only two colors used in the background. 
The sketches or scenic effect consist of palm trees and other 
scenery typical of southern resorts. é 

The floors are carpeted with green. In the center of the 
window, touching the background, is a piece of artificial 
grass matting about six feet long by three and one-half feet 
wide. On this at one end a wax figure wearing a gown or 
costume appropriate for southern wear is posed. On the 
other end of the mat is an artificial banana plant about five 
feet high and placed in an urn, painted green. Three figures 
are posed in each window. 

At Carson, Pirie, Scott & Co. four windows are devoted 
to southern wear and the balance to special sales items. In 
each of the windows devoted to southern wearables is a small 
card reading, “Fashions for the Southland; Apparel Fourth 
Floor.” The first window near the Madison Street corner 
entrance is a display of evening dresses made almost entirely 
of beads. Two figures are used, one wearing a dress of black 
and white beads with an evening coat draped nearby, while 
the other wears a wrap over her dress. -Wicker furniture, 
painted in high colors, is used for the setting. In each win- 
dow there is a center table upon which is a vase of peach 
or apple blossoms. 

A display of white énsemble suits with fur trimming, 
shown with wicker furniture painted in bright green, yellow 
and orange, and a showing of sports suits in, red and white 
combinations are also in evidence. 

At Charles A. Stevens, all of the windows were devoted 


to the display of merchandise at clearance sales. The win-_ 


dow cards read, “Annual Clearance Sales.” These were done 
on an 8x12 board, landscape shape, with beveled edges. The 
large island window consisted of a rather generous display 
of afternoon and evening dresses and wraps. These were 
displayed in a profuse assortment, on headless forms and 
stands, where the garments were draped to the floor. A price 
ticket was shown on each garment with the former price 
crossed out and the reduction price emphasized. 

The windows in the lobby consisted of neat and tasty 
little unit compartment displays of gloves, beaded bags, silk 
lingerie, hosiery, tooled leather traveling kits for women, 
corsets, satin crepe, French lingerie, night robes at $3.95, 
step-ins at $3.95, boudoir robes at $13.75, women’s millinery 
and women’s shoes. 


Notable among the displays at the Boston Store were - 


two large windows devoted to white goods. One of the dis- 
plays consisted of table linens and the other consisted of 
white goods for general household purposes. Both displays 
were heavily massed, showing bolts of goods and trimmed 
from th front of the window up to the top of the ceiling. 
They rather reminded one of the old days along State Street 
when all of the windows were trimmed with the idea of 
showing a mass of merchandise. However, this is not say- 
ing that displays of this kind are not appropriate and 
effective. 

At Bedell’s all of the windows were devoted to the dis- 
play of merchandise at sale prices. One of the large win- 
dows on the corner of State and Monroe was devoted to a 
sale of evening dresses. The figures were posed much on 
the order of an opening display, the dresses being selected 
with care as to color, and well arranged. An arcade win- 
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dow showed fur coats, using several figures and drapes on 
stands. The card read as follows: “Tremendously Reduced 
Béautiful Fur Coats—$100, $159, $295.” 

The large corner window of The Fair store at State and 
Adams Streets held a-striking display of women dresses. 
The window card read: “One Thousand New Dresses Show- 
ing Advance Spring Models—$15.95; for Large Women; for 
Short Women; for Women and Misses.” 

Nine headless forms were used and seven dresses were 
draped on stands. Light spring shadesh of tan, green, sand 
and peach were featured, a price ticket on each dress corre- 
sponding with the price on the window card. 

Another window was given over to a “January Sale of 
Hudson Seal Coats,” four or five coats being shown, each 
with a price ticket at the foot of the form or drape. 

The last window on the State Street side near the alley 
consisted of a very attractive display of shoes. These were 
priced at $3.90, and the window card called attention to 
7,000 pairs secured through a special purchase. In The Fair’s 
advertisement of Sunday this sale of shoes was featured 
strongly. The window was a tie-up display with the Sunday 
advertisement. 

At M. L. Rothschild’s, corner of Jackson Boulevard and 
State Street, the entire front has been retrimmed since the 


Christmas rush and and clothes are shown at reduced prices. , 


Yellow spring flowers with green foliage and green aspara- 
gus fern are the decoratives used. In one of the long win- 
dows where three unit trims are usually made, two of these 
vases are placed on either side of the center trim, thus form- 
ing a divider between the three trims. In the clothing dis- 
plays two garments are shown to the unit; that is, two suits 
or two overcoats. Other small items, such as hats, neckwear, 
shoes, hose and gloves are shown in connection, but the 
clothing display always dominates. Mr. Davis has the 
faculty of trimming considerable small item merchandise 
with clothing displays without impairing the effect. 

In a display of dress clothing and overcoats there are 
seven or eight little 22-inch models gotten out by Kupper- 
heimer during the fall and fitted with correctly styled clothes. 
They were made for display in the windows of Kaufman’s, 
Pittsburgh, Pa., during their Arts and Industries Exposition. 

At the Hub, all of the windows are trimmed with mer- 
chandise at Clearance Sale prices. Mr. Leaker is using a 
12x18 black beveled edge card lettered in white and red. 

As a rule, one of the large windows is devoted to a dis- 
play of the three prices in three different units, and two other 
large windows are devoted to a display of suits and overcoats 
at $49.50. The window card réads as follows: “Sale of Our 
Excellent Hand-Tailored Suits—Widely Known for Their 
Distinctive Designing and Custom Tailoring—$49.50—For- 
merly $60.00 to $85.00.” 

This quotation is given verbatim to show how some of 
the larger stores do believe in real selling copy and informa- 
tive descriptive matter on their window cards. 





WANTED 
Salesmen and Window Dressers 


Capable men who are now selling display sup- 
plies in cities of all sizes to department and 
chain stores to sell artistic, original and long- 
needed background and display sets consisting 
of combination of 34 pieces. This is the only 
unit of its kind in the United States, therefore 
without competition. Has changeable color 
scheme. Prices are remarkably moderate. 
Widely advertised and “leads” will be fur- 
nished to those showing real selling ability. 
Profitable commission basis. Letters giving ref- 
erences will be given immediate attention. Be 
sure to state experience and territory covered. 


Address “A. B.,” Box 162 


- DISPLAY WORLD—Eastern Office 
151 Fifth Avenue ~ New York City 
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SCULPTURAL 
Adverti 


sing Displays 


Corset and Brassiere, Hosiery 
and other manufacturers using 
displays of one form in quan- 
tities of 100 or more, write 
for our quotation, describing 
your requirements. 


American 


Sculpture Company 
20 E. 42nd St. N. Y.. City 





We Make Model from Description 
or Trade Mark 
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Cut In-Ovals-Oblongs -Squares- Circles 
“Fl 6dges Smooth - Ground -Polished or Beveled As Required 


SS Write _for 7 


ANDRES PLATE GLASS @ +195 GREENWICH ST_NY 


‘Just a Step from Hudson Tubes and Ferries” at Fulton St. 


HICK OR THICKER 























SPECIAL 


FEATURES 
FOR 


WINDOW 
DISPLAY 


a) CHARIESENERTON 


Moving Clouds, Water Ripples, Ocean 
Waves, Falling Snow, Rain, Volcanic Erup- 
tions, Fire Lightning, "Flowing Lava, Birds, 
Butterflies. Flying Angels, Etc. 
Stereopticons, Sciopticons, ” Spotlights, 
Bunch Lights and Window Spots. 








LIGHTING 


244 West 14th St. NYC. 
Tel. CHEIsea. 2171 All Hows | 
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DOUBLE YOUR wintin rai 


DisPLAY ~~» SELL MORE. GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. 


Fully Guaranteed—Write Today. 
users” ELECTRIC WINDOW SALESMAN CO. “ Secten 














INNEA DISPLAYS 
WINDOW SETTINGS 
VELTIES 


19 East 15th St., New York City Pp ~ PANELS 
‘SEND FOR CATALOGUE BACKGROUNDS 

















QUALITY LITHOGRAPHY 


AT PRICES OF ORDINARY PRINTING 
LUTZ & SHEINKMAN, INC. 


EST. 1896 
2 OUANE STREET 


WE CARRY “ART BLOTTERS” IN STOCK 


INC. 1904 
NEW YORK CITY 








Before 


Ordering a Valance, Write 





BRYAN’S, Louisville, Ky. 
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Expanding the Displayman's Field 
With the Stress Which Is Laid on Exhibits and Shows the Window- 
man Faces an Opportunity to Heighten His Prestige 


By WALTER L. WELCH 


Display Manager, Strauss Million Dollar Stores, Nanticoke, Pa. 





Walter Welch has come to the front in recent months 
through his pithy discussions of display possibilities. 
While located in a comparatively small city in the eastern 
Alleghanies, his field lies in a district with a teeming 
population, and he has made good use of the opportunities 
which this circumstance affords for progressive display. 
The feature of his work has been his discovery of assets 
customarily ignored. In the November issue of The 
DISPLAY WORLD he showed how valuable a gift de- 
partment could be made as an adjunct of the display de- 
partment. In this issue he outlines outlets for the display 
staff, increasing its importance in the store organization 
and bolstering store prestige. The ideas underlying his 
story are drawn from his experiments,.qwith exhibits 
shown at the State Theatre, Naniticdke; "Pas and booths 
at the Greater Wilkes-Barre Radio and Electrical Show. 
Of the latter, the_regional press said: “The exhibit itself 





ACTUAL PIONEERING FURNISHES THE THEMES FOR WELCH’S ARTICLES 


is, indeed a masterpiece of the decorator’s art and is par- 
ticularly commendable because of its unusual and entirely 
unique character. The object is at once apparent—the 
presentation of Atwater Kent radios and the Orthophonic 
victrola in their proper environment in the home. Just 
three instruments are shown in the booths, but their sur- 
roundings made up of occasional chairs, beautiful lamps, 
novel smokers, a ship model, vases and flowers, palms, 
and two handsome living room suites set them off to ad- 
vantage. Upon the central screen a huge spotlight plays 
continuously with a revolving disc that changes the color 
effect at intervals, while the displays at the end of the 
booth are brought out more prominently through the use 
of powerful spotlights with harmonious color screens. It 
is this spectacular and wonderfully brilliant lighting 
effect that has attracted thousands to the Strauss ex- 
hibit.” 








TORE organizations large and progressive 
enough to have distinct and responsible 
display departments exhibit a definite 
appreciation of the relation of display to 
store progress. Superiority of the display 

window to advertising is now conceded by many organ- 
izations that formerly have held directly opposite views 
as to the relative importance of these two departments. 
This article is not intended as a dissertation on the 
respective merits of these mediums, however, as a well 
managed display department can usually prove its own 
case without outside assistance. Direct sales tell their 
own story. 

There is no doubt that too much discussion of this 
subject is often the cause of dissension and lack of co- 
operation between these two important departments 
which should work hand in hand, with identical purpose 
and ‘unified efforts. Nevertheless, advertising and dis- 
play differ so widely in their development of store pub- 
licity that consolidation of these two departments, which 
might seem advisable to the uninitiated, is unsuccessful. 
The typically successful ad writer is an essentially dif- 
ferent sort of a person from the average equally capable 
displayman, so widely at variance in inclinations and 
temperament as to effectually preclude the possibility of 
a composite, which a man suitable for the position of 
director for both of these departments would have to be. 
Therefore, even the largest retailing organizations have 
entirely separate and distinct departments, unhampered 
except as to the necessity of adherence to the general 
schedule of ‘store events, and responsible only to the 
general store manager. 

This freedom of action, enhances the possibilities of 
more effeective tying-up with store policies and mer- 
chandise events, as their combined efforts reveal a diver- 
sity of thought and talent, made possible by highly indi- 


vidualized, and yet coordinated moves toward the same 
goal. 

It may be that the outside contacts of the advertis- 
ing man enlarges his perspective of his field enabling 
him to branch out and create the numerous outlets for 
his efforts, that, perhaps, by sheer numerical advantage, 
give him the superior prestige that even the displayman 
will grant is his. There is hardly need to enumerate in 
this connection, the various fields for the expression of 
the “brain children” of the ad man, namely newspapers, 
street car cards, billboards, direct mail, etc. 

The point is this, “If the advertising department has 
gained its importance and prestige mainly through con- 
tinuous expansion of its field, why shouldn’t the display 
department do likewise ?” 

One reason is this, the displayman usually finds his 
work entirely within the*store limits—interior and win- 
dow display only—and in many cases, considering the 
size of display staff, it is more than plenty! With 
adequate provision in this respect, there is no reason, 
however, why the displayman should not follow the 


example of his advertising contemporary and look for 


new fields to conquer. 

The practice made by some few stores in the past, 
of using windows of vacant stores in their locality for 
displays of their merchandise, is one fine way to use up 
surplus fixtures and a little spare time, with most ad- 
mirable results. Property owners are often glad to 
have these vacant windows used in this way, without 
charging for the privilege, as it is an aid of no small 
consequence in convincing prospective tenants of the 
desirability of the location. 

Another fine outlet for the talent of the displayman, 
is in connection with the various community merchan- 
dise exhibits and fairs. The store, perhaps, now goes 
into these things, but usually in a half-hearted sort of 





ust 
edi 
fea 
the 


car 
tiv 
in| 
zar 
cal] 
dis; 
atte 


tert 














11S 


th 





January, 1927 


way, as is well substantiated by 
the uniformly poor character of 
displays seen at these affairs, 
even in the larger centers. In 
considering a plan of improve- 
ment in this direction, in the 
first place, ample space should 
be reserved for proper display 
of the kind of goods to be ex- 
hibited, and in a position in 
keeping with the store’s pres- 
tige. If such space and location 
isn’t to be had, the store might 
as well not be represented, as 
nothing looks so bad as to find 
the exhibit of a large and in- 
fluential store tucked away in a 
small space in a back corner 
somewhere! Location and space 
satisfactory, time and money 
shouldn’t be spared to make the display worthy of the 
store and the envy of competitors. 

The writer believes that a new phase of display, 
tying up with various countrywide educational move- 
ments, is going to prove of interest and advantage to 
stores desirous of building a reputation. Every branch 
of retail merchandising has its educational propaganda 
campaigns, its own slogans and objectives. Every 
product has its interesting story of manufacture, and 
timely presentation with educational displays tying with 
the national campaign is sure to be fruitful of enduring 
results. 

Temporary exhibits, loaned to schools, of products 
used in processes under study, which have some definite 
educational value, or even just some new and unusual 
feature of general interest, will stamp the store name in 
the minds of future customers. Isn’t it worth while? 

A unique and effective plan which the writer has 
carried out with unusual success, embodies a coopera- 
tive agreement with the management of a large theater, 
in placing a temporary educational exhibit on the mez- 
zanine floor of the theater, in return for which the store 
calls attention to this display in the theater through its 
display windows and newspaper ads. To get the people 
attending the theater to see this display, which was 
termed “a furniture style show,” a slide was thrown 
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An Exhibit of Strauss Furniture Shown at the Wilkes-Barre Electric and Radio Show. the average theatrical manage- 


This is a Welch Production. 
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Here Is Mr. Welch’s Exhibit of a Perfectly Arranged Living Room as It Appeared on 
the Stage of the State Theatre, Nanticoke, Pa. 


on the screen announcing that everyone attending and 
registering their name at the exhibit. would receive a 
ticket which entitled them to a chance on one of three 
fine radio sets, to be drawn on the closing day of the 
exhibit. The lottery idea may not appeal to some, but 
it resulted in a considerable amount of immediate busi- 
ness, in addition to a live prospect list of hundreds of 
names, people that actually stated their future buying 
intentions to the store attendants in charge of the 
display. 

Another immensely profitable way of getting your 
wares before the theatre patrons is to make arrange- 
ments with the management of a motion picture theater, 
with a stage not in use, to place an educational exhibit, 
showing the latest styles and innovations in your par- 
ticular line. Needless to say, such a presentation should 
be made in the finest taste and staged in an elaborate 
and pretentious manner, worthy of the approval of 
the audience. If you can give the theater manager any 
assurance that you can supply a real attraction, he will 
be glad to have you do this, without any consideration 
outside of that obtainable through mention in the regu- 
lar store ads and window displays. 

The ideal method of presenting this novel and daring 


. departure from usual display methods, is to have the 


curtain raised on the display during the playing of the 
overture by the orchestra, when 
the audience usually has noth- 
ing to look at except an unin- 
teresting curtain. The theatre 
with which the writer worked 
in staging this novel display 
feature was so well pleased by 
the favorable comments of its 
patrons that they have requested 
that we continue the use of this 
idea as often as we care to, with 
periodical changes of setting, of 
course. The benefit which the 
showhouse derived was plain, 
and its executives, by their ac- 
tion, indicated the policy which 


ment will follow. 
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INSTALLATIONS WHICH DISCLOSE THE ABILITY OF SIX LEADERS 


The Three Windows in the First Tier are Late Productions of Harold L. Braudis, Harry Katz, Inc., Oklahoma 

City; Left, in the Next Group, is a Unique Drape by S. Glasser, Shortenberg & Robinson, Pawtucket, R. I.; Cen- 

ter, Cretonne Drape by C. L. Francovich, Wolf & Dessauer, Fort Wayne, Ind.; Right, Underwear by Donald D. 

Kester, Selber Bros., Shreveport, La.; Below, Left, Drape by Craige L. Embree, Donelans, Ottumwa, Iowa; 
Right, Drape by Andrew Matzer, F. & R. Lazarus Co., Columbus, Ohio. 
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A GROUP OF RECENT WINDOWS FROM WIDELY SEPARATED CITIE 
Top Left, Children’s Clothes by H. H. Tarrasch, Stix, Baer & Fuller, St. Louis; Right, Shirts by Ralph Godt, 
Mason’s Haberdashery, Sacramento, Cal.; Upper Center, Left, Gifts, R. B. Cox, C. W. Klemm, Inc., Bloomington, 
Ill.; Right, Toiletries by R. H. Longenbaugh, Eagle Stores, Chicago; Lower Center, Left, Guns by W. F. Gresham, 
S. O. Fisher, Lynchburg, Va.; Right, Prize Winning Clothes Display by J. H. Marshall, Boersma Co., Chicago; 
Bottom, Left, Clothing by G. M. Allen, Leopold Adler Store, Savannah, Ga.; Right, Watches by L. F. Jodry, 
‘ Robert Koerber Co., Fort Wayne, Ind. 
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If I didn’t have a single friend in the world, and received 
not one card of greeting, good wishes and remembrance at 
this holiday time, I would still have a Merry Christmas and 
a Happy New Year—because hasn’t every talented window 
dresser in town outdone himself making his window a beau- 
tiful greeting? I have but to stop to look and receive it! 

I have long been an admirer and appreciator of the artists 
who make the windows such a joy to the public. 

How clever, original and artistic they are! 

I can stroll for hours along the main thoroughfares and 
little byways and revel in the beauty and good cheer I find 
on every side! 

I feast myself upon rare jewels, beautiful paintings, fine 
rugs and furniture, gorgeous gowns and jolly toys. Even 
the “butcher and baker and candlestick maker” never fail 
to have their windows beautifully and appropriately dressed 
for the occasion, be it Fourth of July, Armistice Day, Christ- 
mas or Thanksgiving. 

Haven’t I marveled at the skyscrapers that are really 
cakes, and the comical little men made out of lobsters and 
cocoanuts! And pastries that are like paintings. Aren’t the 
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little trains all made out of clips and typewriter erasers and 


‘ other office supplies a marvel to behold! 


Like puzzles, they entertain me discovering each new, 
ordinary little desk necessity that has gone into the making! 

Aren’t there whole little cities made by real estate firms, 
for window displays? 

What a lot of happiness the window dresser creates for 
‘the passerby to enjoy! 

I’ve often felt like writing them a fan letter and I do think 
a small card in the window telling who dressed it would be 
nice, because it is a work of art and deserves his signature! 
Those who set the stage in the theatre always receive proper 
credit on the program; surely the window dresser sets his 
smaller and more difficult “stage” with as much inspiration. 

Right here I want to say “same to you” to every window 
dresser whose Christmas greetings I have received! 

At this time of the year the windows are particularly 
beautiful. | 

That they are appreciated by the public is certain. I have 
heard many say and have often said myself: “Have you 
seen So and So’s windows? They’re beautiful—be sure to 
see them!”—Fay King in the Denver Post. 





We are indebted to F. P. Stribling, Fort Morgan, Colo., 
for the Fay King feature which appears in this department. 





Reports trickling in from Indianapolis indicate that John 
R. Patton, display manager for the L. S. Ayres Co., reached 
the zenith in his holiday productions during the present sea- 
son. Congratulations have poured in on him from window 
fans in the home town and spectators from distant points 
who observed his windows while passing through the “pivot 
city.” 





Down in New Orleans, George B. Haygood holds the fort 
for display with the New Orleans Public Service, Inc., and 
is so interested in his field that he is taking the lead in or- 
ganizing the displaymen of the Louisiana metropolis. 





I. L. Vonderheide, displayman for the Walker Dry Goods 
Co., Charleston, W. Va., is planning launching out as a free 
lance decorator in Charleston and Huntington. With the 
ability which he has demonstrated in his work in the Moun- 
tain State’s capital he should be able to make the venture 
a success within a brief period. 


Last year, C. M. Shrider, display manager for the A. E. 
Starr Co., Zanesville, Ohio, and a member of The DISPLAY 
WORLD advisory staff, predicted the early development of 
traveling displays as a means of automobile promotion. He 
had the satisfaction during 1926 to see auto displays advance 


in artistic qualities and sales effectiveness and to find his 
own ideas as to supporting background panels adopted in 
several instances. In the present year his prophetic visions 
may be more largely realized. 





Stepping fast, with little chance to relax, was the lot of 
J. Walter Johnson, display manager and art director, Powers 
Furniture Co., Portland, Ore., during the Christmas period. 
“The displayman certainly has to cover a lot of territory,” 
he opines. And, to cap it all, January sales started off with 


4 


“a bang.” 

Bert Zeiders, who has been in charge of displays for the 
Famous Store, North Braddock, Pa., on January 1 assumed 
the post of display manager for the Gainaday Electric Co., 
Pittsburgh. This change marks a neat advancement and 
should enable Mr. Zeiders to more fully exhibit his com- 
petency as a builder of window spectacles. 

L. R. Whitmore, of the J. A. Mahoney Co., Inc., Deming, 
N. M., has worked out a number of unusual displays recently. 
His plan of arrangement varies greatly from the customary 
form. 











J. H. Hilton, formerly display manager for the George 


M. Wilson Co., Pittsburgh, Pa., is now acting in the same 


capacity for Sweet’s, Riverside, Cal. 
(Continued on page 57) 
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Red Letter Year for British Display 


(Continued from page 20) 


order to appropriate greater sums to the display de- 
partment. In the near future still more manufac- 
turers will be coming into the display field and they 
are all willing to pay good salaries to the right man. 
Local display associations are springing tp every- 
where, and in some cases over two hundred strong. 
This is, indeed, a healthy sign. 

Continental Displays.—On the continent of Europe 
window display is in the same flourishing condition 
as in Britain. There is not a town of any size in 
Holland or Germany but what has a powerful branch 
of its national display association. 

Continental displays seem to be advancing on 
somewhat different lines to America or Britain. They 
are incorporating modern art ideas and are obtaining 
remarkable results. The style of window which is in 
favor in such countries as Germany, Switzerland, 
Holland and France is very similar to the present- 
day poster in technique. Rather than make a big, 
elaborate or picturesque costly show, they employ 
skillful impressionist and fufjrist effects, such as is 
to be seen in the photographef “Mokaoua,” which I 
send herewith. This display produced by “Le Studio- 
Etalage” of Paris is on very modern lines, as an in- 
spection of it will reveal. 

Another photograph of a silk display by Leiser- 
Seide, Berlin, depicts a very up-to-date draping 
figure. It perhaps reveals considerably more than 
would be allowed in a public shop window in some 
countries, but no one can deny it’s clever modeling. 
This figure is somewhat futurist in design. 


“PAT,” THE RUBBER PROVES A WINNER 

“Pat,” an ingenious contrivance perfected by the F. A. 
Patrick Co., Duluth, Minn., has proved a remarkable asset in 
dealers’: windows in showing the long-wearing quality of 
Patrick fabrics. This cloth testing machine has been a great 
success because it embodies not only the attention-arresting 
qualities of motion, but also brings home with clearness the 
strength of the cloth used in Patrick garments. 

The Patrick Co. has forty-six of these machines and 
routes them among retail clothiers, who buy a sufficient 
amount of goods to warrant the assistance. They are left 
with the dealers for a week, after which they are moved on 
to the next representative. 

M. F. Jamar, director of national advertising for the 
Patrick Co., had one of the machines at the Outdoor Life 
Show at the Coliseum at Chicago several months ago and 
conducted a guessing contest on the number of rubs which it 
could register during seventy-two honrs. The speedometer 
was covered during the operation and at the close. was un- 
covered and the guests recorded. Hundreds stood about 
the machine during this exhibition and timed it in making 
their guesses. 





ASHLAND (0.) MARDI GRAS 

Second only to the interest displayed in laSt year’s 
spection Night” to inaugurate the Christmas shopping sea. 
was the Mardi Gras night conducted here on October « 
under the auspices of the Ashland Retail Merchants’ Associa- 
tion. Special window trims and fall displays were made 
by each retailer and each store was open for the evening to 
permit consumers within the Ashland territory to inspect the 
fall merchandise and apparel. Each store gave a prize and 
on the day following the Mardi Gras the retailers conducted 
an Opportunity Day when special merchandising events were 
staged. 
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The January 
SIGNS OF THE TIMES 


announces the result of the first 
1927 show card contest conducted 
by this magazine, and reproduces 
photos of the winning show cards. 
Winners in this first contest are: 


F. Hood, card writer for Boston Store, 
Erie, Pa. 
H. L. Crites, Urichsville, Ohio. 


Frank Kautenberg, card writer for the 
Folz Co., Kalamazoo, Mich. 


Other Show Card Contests Are 
to Be Conducted by SIGNS 
OF THE TIMES This Year 


The interest held by SIGNS OF THE 
TIMES in this event is that of encouraging 
store card writers to improve the general char- 
acter of show cards in the stores. Many stores 
are displaying show cards which seemingly are 
the acme of perfection from the standpoint of 
artistic quality and advertising value, but sad 
to relate the great majority of stores are satis- 
fied to place any kind of a card whatever in 
the windows, or about the store, after spending 
thousands of dollars on every other item which 
enters into beautifying the displays to give 
them an appealing presentation. Many an 
otherwise remarkable display has been thrown 
entirely out of key by using a show card which 
possesses no more harmony in its surround- 
ings than a burlap tie would put the finishing 
touch on a full dress attire. The actual cost 
of a show card is probably the lowest of any 
item used in the average window display, even 
when the best is used, and yet some believe 
that there is economy in the poorest presenta- 
tion of their merchandise. 


There is an abundance of good material in SIGNS OF 

THE TIMES every issue for the card writer. Your 

subscription sent in now will bring you SIGNS OF 

THE TIMES for 1927 starting with the big January 
issue of 116 pages. 


SUBSCRIPTION ORDER BLANK 


January, 1927 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 


Name.... 
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Title Registered U. S. Patent Office. 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
H. C. MENEFEE, President C. R. ROGERS, Editor N. SILVERBLATT, Secretary 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 

3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 
Its Industry. 

5. Appreciation of Display by Merchants as the Most Powerful Factor in the 
Business of Selling. 

6. To. Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
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The Type When W. Z. Coy, the brilliant dis- 
of Our play manager for Miller, Rhoads & 
Opportunities - Swartz, Norfolk, Va., told the Sharon 

Association of Display Men recently 
that they' should confine their efforts for advance- 
ment to progress in display, he stated a principle 
which ought to govern in at least one division of the 
display field. 

For department store displaymen his advice is 
singularly valuable, for here there is more than 
enough work to keep them busy every working day 
in the year. In the use of the windows, and their 
relation to selling effectively and cheaply, they have 
all the latitude necessary for consistent and profitable 
advancement. 

Can the same opportunity be found in the men’s 
furnishing field, in millinery, or even in all of the 
small department stores? It is extremely doubtful, 
for if the means of employing the displayman con- 
tinuously in window activities were at hand in these 
groups, there would not be the present demand for 
advertising and display managers, for clerks with 
window trimming experience, and for salespeople 
with card-writing training. 

There is no profit in arguing with facts, and it is 
a fact that in many institutions the horizon of prog- 
réss in display pure and simple is not very high. But 
if the displayman in such stores will take stock of 
himself he will find opportunities for advancement 
fairly plentiful. | 


Two examples come to mind. A few days ago 


a midwestern concern advertised for a millinery buyer 
and sales manager able to take charge of a metro- 
politan store and bring to it the best in publicity and 
window trimming ideas. The advertisement insisted 
that all applicants be thoroughly familiar with win- 
dow display. Here was an opening which, in all prob- 


Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of 
the month of date of issue. All photographs reproduced become the property of the publishers. 
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ability, had few ‘seekers because the mass of window- 

.men are not sufficiently alert to acquaint themselves 
with the details of business outside of the display 
studios. 

A Pennsylvania store about the same time adver- 
tosed its need for an “experienced and capable win- 
dow trimmer, card writer and advertising manager 
for a women’s department store.” This post, while 
not as attractive as the other, was more remunera- 
tive and more promising in the scope for development 
than many purely display positions. This fact can be 
verified by editorial contact with men of this type, 
who uniformly manifest greater alertness and better 
comprehension of the possibilities of their work than 
the rank and file of simon-pure displaymen. 

There may be a great gap between the details of 
window installation and merchandising, but the dis- 
playman is so intimately associated with the other 
factors in store life that he may learn the rudiments 
of store operation details if he desires. By preparing 
himself for other responsibilities he can assure him- 
self that, regardless of the growth which he may 
attain in display, he can go forward steadily in his 
business career. Display, like law, serves to enhance 
the value of those who know its principles. Knowl- 
of its uses can he utilized profitably in almost all of 
the divisions of distribution. 





This Brings Editorial notice was taken in November 
tie Issue of the resentment with which European 
%o0a Head display bodies viewed the American 

association’s assumption of the name 
and prerogatives of an international society. When 
news came over from London to the effect that the 
English organizations were ready to challenge the 
I. A. D. M. claim to the title of an international body, 
pains were taken to inform the correspondent that 
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the American title was adopted to make Canadian 
affiliation as easy as membership on this side of the 
border. 

That this explanation does not remove the sting 
is proved by the course of events. Last month a 
meeting was held at The Hague, capital of Holland, 
to lay the foundation for a European international 
body. Delegates from the German Window Decora- 
tors Association and the Holland Display Men’s Asso- 
ciation participated and planned a meeting to be held 
shortly at which organization will be completed. In 
the meantime, the British Association and the pro- 
vincial societies have been asked to join, and “Dis- 
play,” organ of the B. A. D. M., has been commis- 
sioned to handle publicity in the English-speaking 
countries. The provisional secretary is J. Brommett, 
Ruyschstraat 53, Amsterdam, Holland. 


“Only two months ago,” says our London corre- 
spondent, “we predicted that an international asso- 
ciation would be a reality one day. It looks like it 
is coming about much sooner than we anticipated and 
it has been given a start in an unexpected quarter. If 
it goes ahead and is confined to the many associa- 
tions in Europe and the British dominions, it should 
be a powerful factor in the display world. We are 
wondering what, then, will be the position of the 
American Association which terms itself the “Inter- 
national Association of Display Men?’” 


Unless Americans deliberately reject the oppor- 
tunity to share in construction of a genuine world 
body, this isolation of Yankeedom is not likely to de- 
velop.’ Contact with the German Association dis- 
closes its leaders broadminded and anxious to co- 
operate. Secretary De Roche voices this sentiment 
in a letter just received, in which he declares “We 
take the position that the organizations of display- 
men in all countries should maintain fraternal rela- 
tions.” As the Germans are the best organized, 
strongest numerically on the continent, and perhaps 
in the world, their friendship is worth cultivating. 
I. A. D. M. officials should not let The Hague con- 
ference build a spite fence against American display. 





Haven’t It’s six months since I. A. D. M. delegates 
We Got solemnly resolved at the ballot box to 
Fun? make “Bill” Stensgaard ringmaster of 

their show for at least a year, and with the 
passage of time it becomes apparent that these boys 
knew a thing or two when they made their choice. 
The editorial fedora is off to “Bill” and he deserves 
it. In ability to push the cause of organized display- 
men he has shown his heels to most of his immediate 
predecessors, and his creation of a powerful member- 
ship committee and a functioning educational depart- 
ment entitles him to praise. He made a splendid impres- 
sion on the Window Display Association when he 
appeared at their convention at New York in October, 
and his address to the American Gas Association was 
equally effective. Such trips as the assistant educa- 
tional directors, appointéd at his suggestion, have 
made have been highly beneficial in stimulating in- 
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terest in organization. But “Bill’ has one weakness 
that must be regretfully acknowledged. He is always 
“jimmin’ the works” with his letters. 


Some time ago when the Pacific Coast Association 
met he sent the body a personal communication de- 
livered by a fraternal delegate in which he told all 
the miserable wretches who had dared to criticize the 
I. A. D. M. Old Guard just what morally depraved and 
vile creatures he esteemed them to be. This heroic 
attempt to shield men who were only too glad to use 
him as a catspaw was chargd off to his inexperience 
in Organization. politics, but when he dragged the 
same defenses into his Christmas letter to the I. A. 
D. M. membership the mantle of charity was not 
broad enough to cover the remarkable action. 


After reciting evidences of progress during 1926, 
embracing gains in membership, organization of new 
clubs, closer contact with the Pacific Coast Associa- 
tion, and propaganda among merchandising bodies, 
he declares: “A closer relationship and fraternalism 
has been accomplished in our organization despite the 
fact that much effort outside our ranks has been 
exercised endeavoring to create friction. This effort 
has only resulted in further cementing our ties and 
bringing about a better understanding among our- 
selves. Such propaganda has meant naught to this 
sturdy, progressive organization, founded for the ad- 
vancement of our profession and its members.” 

“Bill” doesn’t mention the disruptionists, nor is it 
easy to conjecture who they were. The inference is 
that he is gently slapping those who put the fear of 
God in the hearts of the Old Guard and opened the 
way for the achievements of which he boasts. As he 
was elected on a progressive platform and has per- 
formed in a progressive fashion since taking his 
office, his warning finger to the “bad boys” who have 
made life miserable for the “Old Guard” is hard to 
understand. But, of course, “Bill” is a displayman— 
not a letter writer. 





Keep The greatest thing in the world today in a 
Industry material sense is industry. The greatest 
Healthy thing in industry is the science which 
makes it possible. Encourage science! 

KEEP INDUSTRY HEALTHY. Where industry is 
idle, firesides want for fuel, children pine for food. 
Healthy industry sustains a living wage with a sur- 
plus. The surplus builds homes and educates children. 
Only those are successful who recognize success. 
Seek success by KEEPING INDUSTRY HEALTHY 


KEEP INDUSTRY HEALTHY is the national 
highway to the home of success. 

Destructive trade practices are the disease germs 
of industry. Don’t be an industrial disease germ car- 
rier. 

Every blow aimed for the destruction of industrial 
stability, from individual cussedness and inefficiency 
to unnecessary government interference, is a blow 
aimed at the very foundation of individual and na- 
tional success——A contributed editorial by Wm. J. 
O’Donnell, A. Fleishacker Co., San Francisco, Cal. 
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BUFFALO 
By Ellwyn MacEachnie, Publicity Director 

John Wolfgrueber now heads the Buffalo Association, at 
a recent election being elevated to the presidency after faith- 
ful service as vice-president. He was succeeded in the 
former post by John Fiebelkorn, display manager for the 
S. A. Anderson Co. The recording secretary is Stanley 
Powlak, display manager for the Boston Dry Goods Co. 
Paul W. Greil, of the Jahraus-Braun staff, is financial secre- 
tary, and the writer holds the berth of publicity director. 

Under our present plan of organization the entire club 
meets quarterly on the second Tuesday evening in January, 
April, July and October. The association directors meet at 
noon on the first Monday in each month. 





ST. LOUIS 
By Paul W. Kloeris, Secretary 

Thomas Kenna, of the Famous-Barr staff, has succeeded 

Syl C. Rieser as treasurer of the St. Louis Association. 
SHARON, PA. 
By J. W. Snedden, Secretary-Publicity Director 

The Sharon Association of Displaymen held a meeting 
in the club rooms at 23 West State Street, Wednesday, De- 
cember 15, at which election of officers took place President 
I. E. Ogg was elected to head the organization through an- 
other successful year, only one vote being cast gainst him. 
When this fact was learned, Fred McIntyre, who was pre- 
siding, called for a motion to make the choice unanimous 
and the action was taken in short order. Every member is 
thoroughly satisfied with the past accomplishments Mr. Ogg 
has undertaken. Thanks to him for his untiring efforts to 
make the Sharon Association 100 per cent for the display 
body. 

The following officers were chosen for the ensuing year: 
Vice-president, William B. King, the Printz Co., Inc.; secre- 
tary and publicity director, Jack W. Snedden, Davis & 
Brooks; treasurer, Ray A. Webber, P. L. Williams & Son; 
trustees, L. L. James, Penn-Ohio Electric Co.; Martin Hess, 
Sam Lurie & Son, and Michael Novak, Louis Levine Store. 

The next meeting will be held January 5 to start work- 
ing on our third annual Cupid’s Ball, which will be held 
February 9. This is an affair which is regarded as the most 
gorgeous entertainment of the year in this vicinity. We have 
guests that come each year from such distant points as 
Erie and Ashtabula. 





PORTLAND, ORE. 
By J. Walter Johnson 

Edmund C. Bechtold, display and advertising manager of 
the Edwards Furniture Co., will head the Portland Display- 
men’s Club during 1927 as the result of the election which 
was held on November 1. Mr. Bechtold is a versatile execu- 
tive who has made rapid advances in merchandising since 
beginning his work in Portland as an instructor in foreign 
languages at Reed College a few years ago. Experience in 
the newspaper field proved a valuable asset and he soon 
found himself swapping jobs to become executive secretary 
of.the Specialty Merchants’ Association, from which he ad- 
vanced to his present condition. He has so interested him- 
self in his new field that he has become an expert in period 
furniture, it is said, being able to write ads, sell or display 
his wares with equal facility. 

The other officers elected are: First vice-president, Ver- 
non Turner, Montgomery-Ward Co.; second vice-president, 
Z. E. Averill, assistant display manager, Meier & Frank 
Co.; secretary, Gus Hewitt, Ben Selling; treasurer, Geo. J. 
Creighton, Oregon City Woolen Mill Store. 

Trustees chosen are: Bert Cultus, Bedell’s; DeLyal Davis, 
C. F. Berg Co.; Guy Owen, an executive of the Ben Larson 
Co., and Mrs. Olive Ralph, assistant display manager, Rob- 
erts Bros. 

Mr. Bechtold announces as his chief objectives promotion 
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of closer contact with advertising men and merchandise 
managers and programs of educational interest to bring the 
members out to meetings and to which “bosses” and adver- 
tising men can be invited. He also indicates that the 
present monthly noon meetings will be supplemented by an 
evening banquet. 
SEATTLE 
Reported by M. M. Charlesworth, Secretary 

The Seattle Club has proper respect for Santa Claus, and, 
knowing what a job he unloads on its members generally, did 
not attempt to hold any meetings during the holiday period. 
This meant a forty-five day stretch of recess which came 
in very handily in view of the hustle and bustle of Christmas. 

Our next meeting is to be held on January 15, when we 
plan.to get into action with enough enthusiasm to make up 
for lost time. Meetings will be held in regular order from 
that time forward. 

It is a source of pleasure to report that after putting 
“over” one of the most successful conventions in the history 
of the Pacific Association of Display Men, the Seattle Club, 
which acted as host, found that its strong-box had not been 
scraped clean; in fact, a very pleasing surplus was retained. 





DETROIT 
Detroit kept step with sister organizations which have 
been showing festive qualities when she staged her mid- 
winter party at the Hotel Statler on the evening of January 
10. Music and entertainment was blended with educational 
features in a way that appealed to the large group of diners. 
A male quartette began the festivities to which the hungry 
displaymen and their guests responded with an obligato of 
clattering silverware as they bore into the tempting viands. 


’ Herbert Hupp’s orchestra then took up the burden and his 


justly celebrated aggregation gave a good account of their 
ability. “Baby Norine” Lootens, a locally renowned eight- 
year-old dancer, was presented in a series of toe dances 
which brought deserved applause. 

Louis A. Rogers, secretary of the I. A. D. M., was pre- 
sented and delivered a characteristic address, after which 
W. L. Stensgaard, I. A. D. M. president, was introduced and 
heard with marked attention. 

A moment of tension, a flash, and the official photograph 
had been taken, and as everyone smiled and relaxed, the 
presiding officer introduced our new members—a nice bunch 
of them, too. 

When they had smilingly acknowledged the old-timers’ 
greetings, Andrew (Scotty) Murdison, of the Murdison Co., 
Chicago, became the center of attraction, entertaining his 
audience with a number of Scotch songs, “put over” as only 
Scotty can handle them. 

This opened the way for consideration of more serious 
stuff, the last item on the program being a brief outline of 
the plan for the forthcoming I. A. D. M. convention to be 
held here next June. Convention Director Lothar Dittmar 
was entrusted with this task and he succeeded in rousing a 
lot of enthusiasm. Detroit will keep apace with the best of 
the convention cities of the past in her preparations for: the 
next gathering. 

President H. S. Weaver, our new executive, has been 
hard at work since assuming the chair to increase club mem- 
bership. His first efforts were directed at bringing in a 
number of department store men who have heretofore ‘not 
been enlisted. The new members received at the January 
10th meeting are the first fruits of this campaign. 





BEAUMONT 
Reported by J. M. Gilbert 
Beaumont opens the new year with the satisfaction of 
accomplishment in 1926 that had marked effect upon local 
display and merchandising. At the same time, club mem- 


bers are conscious of the demands which 1927 will make 
upon them and are getting set for harder and more com- 
pelling effort than ever. 

We have a real live club here. We have regular monthly 
meetings and we discuss the different problems that con- 
front the displayman in this section of the states. 

(Additional Club News on page 59) 
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The Window Display Installation Bureau, Inc., Cincin- 
nati, Ohio, announces that Clyde P. Steen is no longer con- 
nected with that organization in any capacity. The position 
of business manager is now held by Robert H. Knapke, who 
had been Mr. Steen’s assistant for some time past. This is a 
well-deserved promotion for Mr. Knapke, who has had a 
wide experience in various angles of the display field. 





R. V. Wayne, manager of the Detroit Window Display 
Service, Detroit, Mich., is justly proud of the very excellent 
praise his concern won from the Coca-Cola Co. for the 
manner in which they executed an extensive window installa- 
tion campaign throughout the states of Ohio and Michigan, 
particularly so as this is one of their first attempts to use 
display services for this work. The letter read as follows: 

“The Coca-Cola Company’s message of ‘Refresh Your- 
self’ was repeatedly portrayed through the eyes of the store, 
the show windows, throughout the states of Michigan and 
Ohio in a recent campaign of distinctive displays installed 
by the Detroit Window Display Service. 

“Through the personal interest shown by the president 
of the Detroit Window Display Service, Mr. Wayne, entirely 
new color schemes and unique designs were worked out for 
the campaign which gave it added strength. In my opinion, 
the strongest factor in display work is in inaugurating new 
ideas in design and color combinations, and such is the serv- 
ice the above-named firm gives to their clientele. 

“The entire force of the Detroit Window Display Service 
was enthusiastic and gave the campaign much personal at- 
tention which helped gain power through getting the right 
locations and putting personality into the displays.”—H. B. 
Thompson, district manager, Coca-Cola Co., Cleveland, Ohio. 





Richard Gregore is operating a window display service 
at Amarillo, Texas, serving both local merchants and na- 
tional advertisers in that territory. 





Leon Oppenheimer has established a window display de- 
partment in connection with his general advertising business 
at 1157 Stockyard Place, Memphis, Tenn., and is prepared 
to cover western Tennessee and eastern Arkansas. 





J. H. Gribbon, 782 Lovejoy Street, Portland, Ore., is 
shortly to establish a complete window display service in 
that city. 

Ray Hoffman, formerly with Stagg’s, of Shreveport, La., 
has joined the staff of W. D. (Fred) Powers’ “go getters” 
as interior decorator for Rorabaugh-Brown’s, Oklahoma 
City, Okla. 


Samuel Glass is no longer connected with the Washington 
Window Display Service, 1317 New York Ave., Washington, 
D. C., Maurice Kressin being manager and sole owner. Mr. 
Kressin reports business very good and the immediate out- 
look very encouraging. 








C. A. Calkins, located at 937 South Broadway, Los An- 
geles, announces his new staff of window display salesmen 
offering everything for the displayman on a rental basis, in 
shape of decorations and backgrounds. 





The United Window Display Service and Sales Co. will 
start the year featuring Shredded Wheat, Leslie Salt, and a 
well-known margerine, along with offering service to all 
Ford dealers and tire manufacturers. 





Joe Chancellor, display and advertising director of Fisk 
Tire & Rubber Co., announces the release of the 1927 win- 
dow display material to all dealers and display services. 











DOINGS AMONG DISPLAYMEN 
(Continued from page 52) 

R. K. Henry, with the Efird Store at Charlotte, N. C., 
found 1926 almost a banner year, turning out some of the 
best windows of his career during its passage. A number 
of these will shortly be presented in The DISPLAY WORLD 
pictorials. 





“I read The DISPLAY WORLD and get some good out 
of each issue,” writes P. W. Johnson, display manager, The 
Owl Drug Co., Fresno, Cal. “I think everyone connected 
with window display should read it’’ This compliment from 
a windowman who has distinguished himself in several re- 
cent contests is very flattering. 

While not winning a prize in the recent Kotex contest, 
A. W. Coates, advertising display manager for the W. W. 
Mertz Co., Torrington, Conn., reports an increase of 600 
per cent over demand noted during the same week in the 
preceding year. This he attributes frankly to his display 
and says he is wholly satisfied. 

L. Don Wellington is now display manager for Wein’s 
Clothing Co., Butte, Mont., having resigned his position with 
the W. T. Duker Co., Quincy, III. 





Herman L. Hagen, formeriy display manager for Daly’s 
Department Store, Milwaukee, has severed his connections 
with that store and expects to locate in Janesville, Wis. 





Ralph W. Shea, of the Stern & Mann Co., Canton, Ohio, 
was the winner of a beautiful silver loving cup, having won 
first prize for having the most artistic windows during Can- 
ton’s Exposition of Fall Fashions, which was sponsored by 
the Canton Retail Merchants’ Association. 





W. W. Yeager, formerly with Wolff, Greisheim & Son, 
Bloomington, IIl., is now in charge of the displays for E. M. 
Kahn & Co., Dallas, Texas. Mr. Goldstein, formerly with 
The Fair, Beaumont, Texas, is Mr. Yeager’s assistant. 





Louis Young, formerly display manager for Ditter’s, Port- 
land, Ore., is now acting in that capacity for Culbertson’s, 
Spokane, Wash. 





Henry Goering has resigned as display manager for The 
Wonder Store, Fresno, Cal., and is now located with I. 
Magnin & Co., San Francisco. 





Harold Huff's organization broke into the limelight in 
the Twinplex Stropper contest by winning eighth prize 
through the Cunningham Drug Co. display at 1065 Wood- 
ward Avenue, Detroit. This was entered in the metropolitan 
drug store division. 





M. R. Hiller, F. A. Empsall Co., Watertown, N. Y., made 
a clever tie-up with Lionel Toys in his late Christmas dis- 
plays. He gave a whole window over to their trains. 





J. O. Faubion, with Ramsay Bros. & Co., Pittsburg, Kans., 
deserves much credit for the high standard of his windows. 
As: Pittsburg is a small city in a mining district it is sur- 
prising to note his insistence upon faultless detail and cor- 
rect proportion. 





Craige L. Embree, Donelan Co., Ottumwa, Iowa, con- 
tinues to build displays of pronounced excellence. One of 
his fall opening showings reproduced in this month’s Pic- 
torial Review discloses his style. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 














A Complete Window Display Service for National Adertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau 


SPRINGFIELD, MASS. 


AND VICINITY 
A complete window display and distributing service. 
Tell us your problem, and let us submit our proposition. 
PAAPE’S WINDOW DISPLAY SERVICE 
22 PHOENIX STREET SPRINGFIELD, MASS. 
Associate Window Display Installation Bureau 
Members International Association of Displaymen 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
dispiays per week. Write for list of satisfied clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 


WINDOW DISPLAY SERVICE 


NESS BLDG. 


SALT LAKE CITY 


(The Center of Scenic America) 
Has a connection with Salt Lake Druggists’ and Grocers’ Asso- 
ciations. Backed and Sponsored by all local Newspapers, Brokers’ 
« Association and the Chamber of Commerce. 


SEND FOR LITERATURE 
Window Display Installation Bureau Associate. 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 
WINDO-CRAFT DISPLAY SERVICE 
Cor. Genesee and Washington Streets, Buffalo, N. Y. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertsers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 


ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 0896 New York City 




















Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 
SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


PIORES> Perey SS SERVICE 
WE 


repranapotie. mp. 

A complete Merchandising Service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 








WASHINGTON, D. C. 


Complete Window Display Service for National Advertisers, 
Guaranteed Service. ‘We have nothing to sell but service, the 
kind you want when you want it.’ 


WASHINGTON WINDOW DISPLAY SERVICE 


1317 New York Ave., N. W. Washineten, D. C. 
MAURICE KRESSIN, Gen. Mer. 


Associate Member, Window Dispay Installation Bureau, Inc. 





REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


232 LAFAYETTE BLVD., WEST, DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O 


Associated with Window Display Installation Bureau, Inc. 


NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 
J. M. UPCHURCH 
907 W. Lenoir St, Display Specialist Raleigh, N. C. 


“DISPLAYS OF THE HIGHER-CLASS” 
We Guarantee the Finest Locations and Best Windows in 


PHILADELPHIA 


Will gladly outline our new and original system, which will 
appeal to all desiring a window campaign. 


The BUSINESS BUILDERS 
524 No. Eighth St. Bell Phone: Market 1665 














COOPERATING WITH NATIONAL "lala saa AND 
DISPLAY AGENCIE 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. ‘ Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, Ill. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding. Territory. 

“Window Displays That Sell Merchandise” 


NOTICE! 
The Western Display Service has been taken over by the Western 
Wholesale Drug Co., and will be operated as a department of 
that concern. Address all inquiries to 
WESTERN WHOLESALE DRUG CO., 
SECOND AND LOS ANGELES STS. Los ANGELES, CAL. 
Att. Mr. Fred E. Ussher, Mgr. Window Display Service Dept. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 








CALIFORNIA 


; ALL TOWNS 
Manufacturers’ Window Display Service 
for National Advertisers 
Campaigns with Steady Service a Specialty 
THOMPSON & PARMLEY 
1128 SENTOUS STREET, LOS ANGELES, CAL. 








CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 
Associate of Window Display Installation Bureau, Inc. 




















Tips on Club Activity 


] 
| 
WHAT THE GERMANS ARE DOING | 











The artistic temperament of the windowman is as broad 
as the profession, and its span is world-wide. Witness the 
manner in which the German display clubs testify to the 
love of the beautiful and the bizarre as expressed in their 
celebrations. 

Recently the Rotterdam Club, a Holland organization 
made up of Germans and chartered by the German Associa- 
tion as the Ausland Gruppe (Foreign Group), gave an extra- 
ordinary dance and entertainment in the guise of “A Night 
in China.” The Cassel Club followed suit in a short time 
with “A Japanese Night,” holding their celebration in a 
pavilion in Auer Park. Despite a rainy night, a fine crowd 
turned out to see the huge “Buddha” which served as the 
motif of the decorations and to hear the vaudeville artists 
from the city’s leading theatres who had been recruited for 
the affair. Among these was a tragedian from the Civic 
Theatre, a “sister act” from the State Ballet Theatre, and a 
group of dancers. The celebration broke up at dawn. 

On November 4, the Leipzig Club celebrated a “Bunter 
Abend,” in which the entertainers were drawn from the 
membership. Among the specialties were two interpreta- 
tions of the “Charleston.” * A jazz band kept the crowd in 
good spirits, and paper hats, flowers and confetti added to 
the gayety. 

On October 30, Magdeburg staged “A Night in the Land. 
of the Ganges” at the “Kristallpalast.” The principal deco- 
ratives were banana trees, and the lighting effects centered 
on a large silver moon which was suspended in the center 
of the hall. Erich De Roche, secretary of the German Dis- 
playmen’s Association was an honored guest. 

Dancing, for which music was provided by a jazz band, 
was given zest by gorgeous lighting effects which produced 
an Oriental setting. Variety was afforded by the entry of 
an Indian “prince” conveying the greetings of his country, 
who presented the chairman of the club with a “gold” crown 
and brought in a chest from which a dancer rose and sur- 
prised the audience with the rendition of a Hindu dance. 
This was embellished by a sudden flash of red-green flame 
produced by Bengal fireworks. Among the “stunts” which 
followed was conferring of prizes for the three prettiest 
“bobs” exhibited by feminine cerebrators, and presentation 
to each of the ladies of a letter of very sentimental content. 
At four o’clock in the morning the celebration broke up, 
the participants in a body escorting Berlin guests fo their 
train. 


Is Futurist Art to Dominate Display? 


(Continued from page 27) 

In France, in the principal stores they have departments 
entirely devoted to modernist furniture, modernist fabrics, 
modernist pictures, modernist pottery, etc., and the depart- 
ment are thronged with people. They are doing very well 
as they are supplying a need which exists among the French 
people; in the next few years that need will be as dominant 
here as.it is in Paris. 

When you see firms like Austin Reed, who have cour- 
ageously adopted “modernism,” you will recognize this thing 
is coming, as among the enterprising men in this country 
there is no one more far-seeing than Austin Reed. Mr. 
Shorter, their display manager, is our best men’s wear dis- 
playman. He has not adopted the “modernist” except in the 
open display, but he. has broken away irom that pernicious 
thing, the pictorial, and when he gets a thoroughly mod- 
ernized building with modernized background he will be 
forced into a modernist treatment of his displays and it will 
be very interesting to see whether that comes. 

New York City is a foretaste of the city of the future. 
The buldings have been forced up high and the style has 
been imposed upon the people there by the narrowness of the 
island upon which it is built and the desire of millions of 
people to live and work on that island. The fact that the 
buildings have had to grow up has produced the “cubist” 
city. All who live in New York, or see it, will have their 
perspective influenced by the cubism of their surroundings, 
and will tend to think of buildings in the terms of New 
York. That is proof of the fact that the influence of New 
York is spreading all over the world. This architecture is 
the only new thing in architecture that has come into exist- 
ence for hundreds of years; it is the expression of our 
modern life and modern necessities, and if you think of this 
type of life which has produced that in connection with other 
operations, you will find that nearly all the operations that 
have built up New York are mechanical. New York is the 
formal expression of the modern mechanical life; already 


. artists are dreaming of cities and buildings which are ar 


advance upon New York. 

The approach of the cubist idea in London has been slow, 
but it is coming. One of the most significant hints of its 
arrival is the new interior of Austin Reed in Regent Street. 
I strongly advise all displaymen to visit that store and bear 
in mind some of the things I have said. Take the elevator 
to the top, where two period rooms will be found in the 
Tudor style, in fine old oak which is very beautiful. You will 
be in an old world of period furniture. Then come down 
to the third floor and you will be in a new world. 
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The Strong Points of Black Board 


For Contrast It Affords Possibilities of the Highest Order— 
Illustrations of Its Use With White and Other Colors 


By J. H. HILTON 
Display Manager, Swect’s, Riverside, California 


OSSIBLY no color of board is more effec- 
tive as a background for illustrations and 
lettering than black. Its strong contrast 
enables the card writer to bring out 
vividly the short, concise phrasing which 

is the acme of snappy writing. If he uses bright 
colors, the lustre of his production is enhanced by 
the black field; if he resorts to white, the result is as 
striking as chalk on blackboard. 

In the first tier of specimens in the accompanying 
group I show two small black and white cards which 
were particularly expressive of the holiday atmos- 
phere. The whiteness of the figures and the fineness 
of the lettering was arresting and compelling.: In the 
oval in which the winter scene was depicted, the tiny 
pines and the field of snow were finely linked up with 
the snowy attributes of the Yuletide, and made the 
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Six Cards for Men’s Wear Produced by Mr. Hilton which Illustrate His as of Black Board as Well as White Stock 


footwear seem more appropriate for gifts. Much of 
the same characteristic was imputed to the overcoats 
by the white illustration. 

The two black boards below were bordered in 
blue, the white lettering being ornamented by red 
decoratives and underscorings, in one instance, and 
yellow underscoring, in the other. The cut-out illus- 
trations were in brown and yellow. 

The white boards called for moré»elaborate treat- 
ments. Here colorful cut-outs were botdered i in black 
or gray, the, black lettering being relieved by under- 
scoring of gray. In the center unit on the mes- 
sage was confined by tassels laboriously created 
through dots which simulated the twisted strands of 
the ropes. These artistic embellishments cut deeply 
into shop time, but their fineness and delicacy pro- 
duced appeal and afforded the attributes of quality. 
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Othe House of Pertzct Strake Brushes 


Style 50J Red Sable Show Card 
Brushes, set of five sizes........:$2.33 


Style 187J Card Writers’ Outfit 
Brushes, Color, Instruction Book.. 3.90 
Style 16J Daily’s Sign Kit, f.o0.b. 
BIBUAGIE Sct ai asian eu oe eee 
Style No. 49 Red Sable Show Card 
Brushes, set of seven sizes. ...... 6.67 
Mat or Stencil Knife, Style 83J 90 


White Poster Paper, 75-yard rolls, 
36 inches wide, f.o.b. Dayton.... 1.35 


Style 162J Pantograph, hardwood 
and nickel mountings......... ee 


8.25 
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TRACE MARK REGUS PAT OFF 


SHOW CARD COLORS 
STYLE 112-J 

2 oz......20¢ Dozen ..$2.20 

Y% Pint...50c Dozen.. $5.40 

Pint .....90e Dozen . .$9.80 


Quart :.$1.75 Dozen. $19.00 
F. O. B. DAYTON 


Speedball and Drawlet pens; square, 
round or oblong; dozen ....... .75 
Style 82J Black Pen Ink, 2-oz. jars.. .20 
Onien tial  Pmt:......... 65 
Pint; ‘t.0.b. Dayton. ..... 2248 
Style 174J Air Brush Color, 4%-pt.. .32 
One-Half Pint ....... ee 
Pun: £.6.b.. Dayton........... @ 
Style 223J’ Wizard Scraper or Cutter. .20 
Style 24J Brush Compass and Guard. .45 
Style 204J Shears; nickel-plated, 12- 
inch blades.... ii ee oe oe 

“Art of Draping” book; former 
OGG Se. eves oes. ; 1.50 


Write for our 22x32 Illustrated January Sales 
Bulletin—A complete listing at greatly reduced prices. 
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Give character to 


your show cards 


A distinctive card pulls new business—and re- 
peat orders. Make your displays attractive and 
forceful with the Paasche. 


Yaaschs Hibuush bc 


1902 DIVERSEY PARKWAY, CHICAGO 
New York: 54 Dew St. Los Angeles, Calif.: 411 Douglas Bldg. 


PAASCHE _ 
Famous H-2 Airbrush 


‘Write for catalog today. 
It will show you how to 
do better work, with 
increased earnings. 


DW1-Gray 





DO IT WITH 
THE AIRBRUSH 
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Coward Hunt Peon Co,, Camden, HJ, 454 


AHanufacturors.... Engfsh ordorw filled by Haney ©. utlor, Coton Hill; Hawarden, England... Distributors. 
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Three Unusual Cards Indicating the Character of Mr. Betteridge’s Style and Artistry 


Cards that Link Ornament with Utility 


Painstaking Devotion to Detail, Care in Execution, and Fidelity 
to Lettering Styles Impute Quality 


By C. A. BETTERIDGE 
Free Lance Displayman and Cardwriter, Detroit, Mich. 


HE type of card used in the average store 

may be far. different from the styles 

. | ~which I am presenting here, and yet there 

is a field for the production of placards 

in which a departure from the straight- 

laced and conventional may be employed profitably. 

In the three cards which are illustrated below 

there is a consistent attempt to avoid the stereotyped 

modes in general use. This principle is followed to 

provide advertising material that will tone in with 

and support artistic windows with which the plain 

placard would clash. There is a painstaking devotion 

to detail, a care in execution, and a fidelity to letter- 

ing style that is not always necessary nor possible 

when the workman is rushed, but the effect is worth 
the cost. 

The first specimen is an ochre board with a wide 

outer border in deep yellow within which is a stripe 


border of blue. The figures of the stork and baby 
are in black, but the lettering is wholly in blue. In 
the second, a lilac board delicately figured in green, 
serves as the base for black lettering in which the 
heading appears with an outline stripe of white. 
Above are two broad black bands widening as they 
pass to the right and carried directly across the face 
of the blue and white paster panel which serves as 
the principal ornamentation. Care is taken to blend 
this into the bands so that the points of contact are 
covered up. The third card is on white board, bor- 
dered in yellow, with the floral decorative worked up 
in green and cerise. The heading employes a black 
letter, a modern derivative of the basic cheltenham, 
white striped in curves to give the words the appear- 
ance of engraving. Below is a black and green flower 
pot blended into the black and white stripe panel 
which rounds out the base of the layout. © 





More Effective Settings for Millinery 
(Continued from page 5) 

feminine viewers would derive from the name thoughts 
of the woods and vacation time. At any rate to make 
sure that our special setting would be comprehensible to 
all we did not attempt to give it a classical turn. We 
simply created a thicket in the window in which we 
placed a “dog tent” and the most essential utensils of a 
vacation kit. The upper part of the window was 
smothered in foliage and the tent was placed at the 
junction of the backgrounds so that the proper perspec- 
tive was maintained. In the foreground were ten pedes- 
tals displaying as many hats and to assure their blend- 
ing into the picture a hunting coat surmounted by a 
hunter’s cap was placed on an eleventh. 

In the extreme foreground was a log into which an 





axe had been sunk and beside the tent was a rifle 
reclining naturally against the rear wall. The grass 
covered floor was strewn with leaves and shrubbery. 

For lighting we used eighteen 100-watt lamps with 
green screens, and two green floodlights. The resulting 
spectacle at night was so realistic that the public was 
instantly responsive and our window audience was five 
times as great as usual. The display was installed in 
September and was on view only during a Saturday 
night and the following day and evening. 

I used a similar scheme for a showing of Orange 
State hats when I built a setting of orange trees and 
placed my hats on pedestals set upon a grass floor 
illumined with oranges scattered here and there. To top 
off the scene our showcards read “Hats from the 
Orange State—California.” 
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1927 Forecasts By The Display World’s Advisory Staff 














A Year Further On! A Year Nearer—to What? 


3y C. M. SHRIDER, A. E. Starr Co., Zanesville, O. 


HEN we decided to cast our lot with the display- 
men, the saying was that display work was just 
in its infancy. Now, sixteen years later, the writer 
of an article in The DISPLAY WORLD’S Decem- 

ber number expresses the belief that display work is still 
in its infancy. 

The year 1926 has just closed upon what was no doubt 
the greatest merchandising history the the world has ever 
known. A large measure of this was due to the effectiveness 
of window displays. When we now consider these facts and 
say that display work is still in its infancy, what may we 
not expect of 1927? 

The year just past was noted for another thing—the great 
number of new store fronts and new backgrounds installed. 
Nothing better proves how thoroughly merchants realize the 
importance of keeping their windows right up to the minute. 

Examinations of displays reproduced in the 1926 papers 
devoted to display work inclines one to wonder whether 
room for improvement exists. Yet “Beat Last Year” is 
today just as much the objective of the displayman as of the 
modern merchandiser. 

Thus we enter upon another colorful season (the new 
styles forecasting another year of brilliance) with prepara- 
tions to meet special occasions, compete in special contests, 
and to answer extra demands upon our resources, that will 
make our 1927 displays new, different and better than ever 


before. 


One nice thing about 1927 is that it lies altogether ahead 
of us. We have time in which to plan and make use of the 
opportunities presented. Already there are evidences that 
the new year will be a great one. Here is one early proof: 
Manufacturers of a well-known article have announced their 
purpose to spend $3,500,000 to advertise its merits. A certain 
percentage of this huge sum will, of course, go for window 
displays. 

While we may, as usual, expect the greatest displays from 
department stores, we believe the longest strides will be 
taken in lines that have only started using window displays 
in the last two or three years and some that have barely 
started at all. 

Among the latter will be found the automobile displays. 
In our article on automobile displays printed by The DIS- 
PLAY WORLD a little over a year ago, we stated that who- 
ever produced a background with interchangeable panels that 
could be easily installed by automobile dealers would have 
an almost unlimited field. 

We promptly heard from one company asking if we had 
anything along the line. suggested that they could syndicate 
among their customers. Others asked if we had special dis- 
plays available. The inquiries proved the existence of a 
demand. 

Summing it all up the displayman of 1927 has striking 
opportunities ahead no matter what line of display work he 
may be doing. 


Build Better Todays to Insure Better Tomorrows 
3y O. WALLACE DAVIS, H. Batterman Co., Brooklyn, N. Y. 


URING the closing days of 1926, as I pause to 
review the efforts and achievements, the successes 
and failures in our special field of endeavor, my 
thoughts travel back to the predictions of the men 

of the profession a year ago—and it strikes me we have run 
pretty true to form. The serious and earnest worker had 
seen his efforts crowned with success with just enough set- 
backs thrown in to remind him we are not walking a rose- 
strewn pathway—but that the worthwhile prize is attained 
only by “everlastingly keeping at it.” And as I greet the new 
opportunities of 1927, there comes to my mind the words: 
In the garden of tomorrow, 
Will the roses be more fair? 
Will we find relief from sorrow, 
Will we find more sunshine there? 
I do not think so. I do not think we need to. What we 


will find is that our greatest need is a greater appreciation 
of the roses of today and a greater capacity for the sunshine 
that is always shining. The steps forward in one special 
work will be measured ultimately by the individual efforts 
you make in your sphere and I in mine—every “man Jack” 
of us doing his utmost to “build better todays, that the to- 
morrows may become great yesterdays.” 

And so to you, fellow-craftsmen, from my little corner I 
send a word of greeting: May 1927 bring you the OPPOR- 
TUNITY, THE AMBITION, THE ABILITY to make it 
the most noteworthy and successful year of your career! 
May the little fellows all become “big,” and the “big men” 
become immense, and when Father Time closes the record 
of 1927 may he seal it with the word “SATISFACTORY” — 
satisfactory to you and to me! A HAPPY NEW YEAR 
TO YOU ALL. 


More Intelligent Use of Window the Crying Need 


By J. DUNCAN WILLIAMS, Display Counsellor, Chicago 


ISPLAY has always been a potent advertising and 
selling force. It always wil be. It will grow more 
so through understanding and usage. However, 
since it has been “discovered,” studied, analyzed 

and harnessed to practically every retail store in existence, 
it is gradually assuming its true significance and importance 
in the distribution of merchandise. 

It has taken a long time for manufacturers and advertis- 
ing agencies to recognize the potency of the show window 
as a selling force. But they have found it out, and as soon 
as a greater majority of them understand its proper use bet- 
ter than they now do, the show window will play a much 
larger part in the movement of goods than it now does. 





The average of all show windows in operation will show 
that they are less than 50 per cent efficient. 

A more intelligent and intensive USE of the medium is, 
therefore, the crying need of the time. Research work in 
behalf of the show window has already proven this fact to a 
few. More research will disclose still more important facts 
and bring these facts to the attention of a wider circle of 
interested persons. Action will follow these facts and greater 
progress will follow that action. 

The year 1926 has recorded an unusual increase in the 
understanding and usefulness of display. The year 1927 
ought, by the simple rule of normal growth, to show a corre- 
sponding advancement in every direction. 
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Successful 1927 Windows Will Mirror Store Characteristics 
By HARRY W. HOILE, Pizitz Co., Birmingham, Ala. 


ANY things have been written about the past and 
future of the display profession, but up to the 
present time little has been said that would do 
justice to the great progress that has been made 

in this particular line of commercial endeavor. 


The writers on this interesting subject have (it seems 
in most instances) not dared to predict the things that have 
come to pass. At any rate, the displaymen throughout the 
world, it appears, are proving to the merchants that through 
the medium of the window results can be obtained that can 
not be paralleled through any other form of advertising. 


Merchants who, a few years ago, insisted on “stocking” 
their show windows and covering the merchandise with price 
tickets have listened to the voice of reason and have allowed 
their displaymen to show them how to procure better results. 


True, this change did not occur overnight. They have 
learned gradually, and, for that matter, are still learning 
what displaymen know to be a fact by experience, that no 
retail store can hope for the best results unless it has the 
right kind of displays. Many of the best advertising men in 
the country have agreed that a display is worth considerably 
more than a newspaper “ad,” so far as getting the desired 
results is concerned. Taking these facts into consideration, 


we pause to consider what new developments we may 
expect in 1927, 

Every store has its own problems, and if the display man- 
ager cannot solve the window problems of his store, there is 
something radically wrong either with him or his firm. It 
may be a lack of knowledge or experience on his part or a 
lack of cooperation on the part of the organization. 

Granting that the displayman has the ability to keep pace 
with the times in his chosen line of work, it is safe to say 
that in 1927 and the years to follow, the show windows will 
reflect the individuality of their stores with the added orig- 
inal touch of the specialist who works behind the glass. As 
every displayman has to meet conditions as he finds them 
in his own store and city, it would be unreasonable to expect 
stores throughout the country to adopt and adhere to the 
same policy, for the things that appeal to the masses in one 
locality would jar their nerves in another section. 

After all, it is simply up to the displayman to use judg- 
ment in planning his work. Let us not say that the show 
windows are the eyes of the store, for this is not true. They 
are the mirrors of the store, because they reflect that which 
is inside. It is up to every one of us to create a good im- 
pression in the minds of the public by properly reflecting the 
character of our respective stores through the windows. 














ORGANIZED DISPLAY BODIES IN THE UNITED STATES 








A REVIEW OF I. A. D. M. HISTORY 

The International Asociation of Display Men, the lead- 
ing display body of the United States and Canada, was or- 
ganized in 1898 by L. Frank Baum, editor of the “Show Win- 
dow,” afterward famous as the the author of “The Wizard 
of Oz.” 

The association is now in its twenty-ninth year and has 
gained a foothold on display in the United States, and, to 
some extent, in Canada. Originally designed as an individual 
membership society and still containing provisions in its 
constitution which make it the creature of individual mem- 
bers, it has sought in recent years to encourage the forma- 
tion of local societies and has given their representatives 
many responsibilities in its management. 

While a large group of clubs are nominally affiliated, the 
actual number paying per capita assessments is compara- 
tively small. The relation with the Pacific Coast Association 
is very loose. The total number of members represented in 
these affiliated bodies is approximately 500, and the indi- 
vidual members are estimated to aggregate about 1,000. 

The influence of the international is not, however, wholly 
measured by its numbers. The years of propaganda which 
it has conducted for better displays and the affection which 
displaymen entertain for the society extends its influence far 
beyond the range of its immediate adherents. Headquarters 
are at 5707 W. Lake Street, Chicago, III. 


Official Roster 

President—William L. Stensgaard, 
Corp., Chicago. 

First Vice-President—O. E. Wheete, Halliburton-Abbott 
Co., Tulsa, Okla. 

Second Vice-President—J. B. McCann, S. Kanns’ Sons 
Co., Washington, D. C. 

Third Vice-President—L. L. Wilkins, Kerr Dry Goods 
Co., Oklahoma City, Okla. 

Secretary—Louis A. Rogers, Merchants’ Record Co., 
Chicago. 

Treasurer—A. L. Meadows, Washer Bros., Fort Worth, 
Texas. 


PACIFIC COAST ASSOCIATION OF DISPLAY MEN 

The Pacific Coast Association of Display Men was or- 
ganized three years ago because of the evident need for a 
closer affiliation of displaymen west of the Rocky Moun- 


Stewart-Warner 


tains. Its chief centers of strength are in Washington and 
Oregon, but it is well supported by groups in California and 
British Columbia. Delegates to its conventions aggregate 
300. Its membership is limited to local display bodies in 
the coastal territory. Although closely related to and re- 
garded as an offshot of the I. A. D. M., it does not pay 
per capita tax on membership to the I. A. D. M. treasury. 
Its officers are: President, Fred A. Gross, Owl Drug Co., 
San Francisco, Cal.; first vice-president, Wm. Scharning- 
hausen, Bon Marche, Seattle, Wash.; second vice-president, 
Ralph Pfister, Grote-Rankin Co., Seattle, Wash.; third vice- 
president, Ray Hering, The Crescent, Spokane, Wash.; sec- 
retary, E. Q. Wilson, Lachman Bros., San Francisco, Cal. 











Local and Regional Display Clubs 

















BEAUMONT ASSOCIATION OF DISPLAY MEN 
Beaumont, Texas 
President—J. M. Gilbert, Rosenthal’s. 
Vice-President—F. C. Neal, The Fashion. 
Secretary-Treasurer—J. D. Watt, Dorfman’s. 
BLOOMINGTON DISPLAY MEN’S ASSOCIATION 
Bloomington, Ill. 
Vice-President—Paul L. Wertz, A. Livingston & Sons. 
Secretary—R. B. Cox, C. W. Klemm, Inc. 
Treasurer—L. Sigler. 


BUFFALO ASSOCIATION OF DISPLAY MEN 
Buffalo, N. Y. 

President—John Wolfgrueber, Adams, Meldrum & Ander- 
son. 
Vice-President—John Fiebelkorn, S. A. Anderson. 
Recording Secretary—Stanley Pawlak, Boston D. G. Co. 
Financial Secretary—Paul Greil, Jahraus Braun Co. 
Publicity Director—Ellwyn McEachnie, Jahraus Braun Co. 

ST. LOUIS ASSOCIATION OF DISPLAY MEN 
St. Louis, Mo. 
President—P. S. Williams, Scruggs-Vandervoort-Barney. 
Vice-President—Ed Smith, Famous & Barr Co. 
Treasurer—Thomas Kenna, Famous & Barr Co. 
Secretary—Paul W. Kloeris, Union Elec. Light & P. Co. 


SHARON ASSOCIATION OF DISPLAY MEN 
Sharon, Pa. 
President—I. E. Ogg, W. W. Moore Co. 
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Los Angeles, Cal. 
President—Paul F. Lupo, Lupo Studios. 
Secretary—John C. Cooke, Coulter D. G. Co. 
Treasurer—George E. Janes, 618 S. Broadway. 
Publicity Director—Scott Crail, Mullen & Bluett. 

MEMPHIS DISPLAY MEN’S CLUB 
Memphis, Tenn. 

President—J. Bronsing, Bry-Block Merc. Co. 
Vice-President—A. Baer, J. Goldsmith & Sons. 
Secretary-Treasurer—E. L. Darnell, Phil A. Halle. 
MINNEAPOLIS ASSOCIATION OF DISPLAY MEN 

Minneavolis, Minn. 
President—Wm. Hinks, The L. S. Donaldson Co. 





Vice-President—C. E. Batchelor, Pettee’s. 
Treasurer—Fred Powers, Rorabaugh, Brown & Co. 
Publicity Director—R. R. Webber, Kaufman's. 

OMAHA ASSOCIATION OF DISPLAY MEN 

Omaha, Neb. 

President—J. S. McComb, Thos. Kilpatrick & Co. .... 
Vice-President—Wm. Sheppard, Nebraska Clothing Co. 
Secretary-Treasurer—Frank Fiala, Thompson, Belden & 


PORTLAND DISPLAY MEN’S CLUB 
Portland, Ore. 
President—Edmund C. Bechtold, Edwards Furniture Co. 


(Continued on page 69) 
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A TYPICAL AMERICAN DISPLAY CLUB—This is the membership of the Sharon (Pa.) Association of Display Men, bir 
grouped before their ultra-modern “dummy” window recently’ installed in their club rooms. President I. E. Ogg is seated be: 
sixth from the left in the front row. bel 
Sati 
Vice-President—Wm. B. King, The Printz Co., Inc. Vice-President—Wm. Brink, Maurice L. Rothschild. ber 
Secretary and Publicity. Director—Jack W. Snedden, Secretary-Treasurer—Guy Goodsill, Oates Wax Figure ‘ 
Davis & Brooks. Company. but 
Treasurer—Ray A. Webber, P. L. Williams & Son. METROPOLITAN DISPLAY MEN’S CLUB ing 
CHICAGO DISPLAY MEN’S CLUB New York City by 1 
Chicago, II. President—Richard Dougherty, Stewart & Co. ' bers 
President—W. L. Stensgaard, Stewart-Warner Corp. Vice-President—James Gilson, Abraham & Straus, Brook- ¢ 
Vice-President—H. C. Oehler, W. E. Weiboldt & Co. lyn. ; 
Secretary—Dallas M. Schultz, P. O. Box 491, Elgin. Financial Secretary—Ralph Cook, 1350 Broadway, New com 
Treasurer—W. A. McCormick, Boston Store. York City. ; 1 
THE DETROIT DISPLAY MEN’S ASSOCIATION Recording Secretary—Jerome Jaffrey, New York City. in p 
Detroit, Mich. Treasurer—Howard Littell, L. Bamberger & Co., New- resu 
President—H. W. Weaver, F. G. Clayton & Co. ark, N. J. tion 
Vice-President—Neil McEachin, Brownie Stores, Inc. TIDEWATER ASSOCIATON OF DISPLAY MEN bure 
Secretary—Merrill Long, S. S. Kresge Co. Norfolk, Va. play 
CHARLESTON DISPLAY MEN’S ASSOCIATION President—W. Z. Coy, Miller, Rhoads & Swartz. ing. 
; Charleston, W. Va. First Vice-President—L. H. Barkas, Shulman Co. Lone 
President—I. L. Vonderheide, Walker Dry Goods Co. Second Vice-President—W. R. Bevan, Smith & Welton 
Vice-President—M. C. Nelms, M. C. Kaufman Bros. Inc. 
Secretary—C. H. Davidson, Palmer’s Shoe Co. Secretary—F. C. Shields, Eaton & Shields. THI 
Treasurer—M. W. Eberly, Coyle & Richardson. Treasurer—Louis Klein, The Hub. 
DAYTON ASSOCIATION ‘OF DISreAy SEN NORTHERN CALIFORNIA ASSOCIATION OF 
Deyron, OBio DISPLAY MEN tT 
President—F. Schnebley, Bert L. Daily. San F * Cal rateu 
Vice-President—Ed Jenkins,- Boston Store. : ne ee 1 
Secretary-Treasurer—Carl Comer, Bond Clothing Co. President—Fred A. Gross, Owl Drug Co. play 
DULUTH DISPLAY MEN’S CLUB Vice-President—A. G. Rohl, O’Connor, Moffat & Co. time 
Duluth, Minn. Secretary—E. Q. Wilson. Lachman Bros. : had ¢ 
President—Wesley Bartikoski, First Street Dept. Store. Treasurer—Walter W. Rowley, Emporium. dam 
Vice-President—S. E. Johnson, Orek’s, Inc. Publicity Director—Milton Bornstein, Marks Bros. much 
Secretary—John Andrews. Big Duluth Department Store. OKLAHOMA CITY DISPLAY MEN’S CLUB decid 
Treasurer—R. C. Maxwell, Friemouth’s. Oklahoma City, Okla. unde: 
SOUTHERN CALIFORNIA DISPLAY MEN’S ASSN. President—E. H. Lisle, McEwen Halliburton’s. metal 
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| ORGANIZED DISPLAY IN EUROPE AND AUSTRALIA 














WITH THE GERMAN DISPLAYMEN’S ASSOCIATION 
By Erich De Roche 
General Secretary, B. D. S. D., Berlin, Germany 

The Bund der Schauefensterdekorateure of Germany 
(Association of Show Window Decorators) has over 2,000 
members and is the largest and most powerful trade organi- 
zation of windowmen in Germany. Its membership is con- 
fined to displaymen with three years or more of training. It 
has thirty-five: affiliated clubs in the republic and maintains 
craft relations with the display associations of England and 
Holland. The object of the association is to establish greater 
unity and to facilitate the development and elevation of dis- 
play. The society publishes a paper which has a wide do- 
mestic and foreign circulation. Its officers comprise a chair- 
man and vice-chairman, corresponding secretary and an as- 
sistant, a treasurer and his assistant, and seven national 
committeemen chosen from the states. 





THE BRITISH ASSOCIATION OF DISPLAY MEN 
By F. C. Lawrence 
Provisional Secretary, London 

The British Association of Display Men was founded in 
1919, since which time we can proudly say that there has been 
a marked improvement in the character of English displays. 
Those who are progressive enough to keep pace with display 
development are frank to acknowledge that such a society 
was greatly needed. The seven years of effort which have 
followed its institution have justified its existence. 

The membership ranges between 600 and 700, which num- 
ber is being constantly augmented, and the total is very 
satisfactory if considered from the standpoint of the num- 
ber engaged in the field. 

Through lectures and demonstrations not only in London 
but many other cities, we have done much for the upbuild- 
ing of the profession. These lectures have been delivered 
by many prominent merchants as well as outstanding mem- 
bers of the association. 

Since the beginning of our movement we have held annual 
contests in which prizes of $1,500 or more have been awarded. 

The last convention at Oxford was among our largest 
in point of attendance and created an enthusiasm which’ has 
resulted in new organizations. Stabilization of the associa- 
tion and advancement through creation of an information 
bureau, served by many of the leading figures in British dis- 
play, are the two outstanding accomplishments of this gather- 
ing. Headquarters are at 11 Berkeley Street, Piccadilly, 
London W. 1. 

THE NETHERLANDS ASSOCIATION OF DISPLAY- 
MEN AND DISPLAY DECORATORS 
By J. Brommet, Secretary 

The Nederlandsche Bond van Etaleurs en Etalage Deco- 
rateurs (Netherland Association of Displaymen and Dis- 
play Decorators) .was founded in November, 1925. At that 
time the German Association of Displaymen, which already 
had a branch in Rotterdam, tried to open a branch in Amster- 
dam as well. The Dutch displaymen, however, did not feel 
much inclined toward joining the German organization and 
decided to launch their own society, which was organized 
under the name given above. Starting with only twenty 
members, the association now has branches in The Hague, 


Rotterdam, Arnhem, Nymegen, Groninger, Dordrecht and 
Zwolle. The chief objects are the ennobling of display art 
and the advancement of social and professional intercourse. 
Headquarters are at Admiralengracht-10-Amsterdam, Hol- 
land. sap 

In the beginning it was a hard struggle. Interest was at 
a low ebb and meetings of four or five men were common. 
Gradually the tide turned and national unity was finally 
achieved in November, when the Rotterdam Club voted to 
quit the German Association and link up with the national 
society. ; 

The organization now numbers about 200 members. New 
officers will be elected this month and steady progress is 
thereafter expected. On Sunday, December 19, the Amster- 
dam Club celebrated its first anniversary and was host to 
250 visitors. 





THE AUSTRALIAN ASSOCIATION 

The Australian Window Display Association has affiliated 
branches in a number of the commonwealth’s cities. Its head- 
quarters are at 221 Pelham Street, Melbourne, Australia. 

GERMAN WINDOW DECORATORS’ ASSOCIATION 
Headquarters: Berlin W. 66 Mauerstrasse 81 
General Secretary, Erich de Roche 
Official Roster 

President, Bruno Seydel, Berlin; display manager, Seiden- 
haus, Michels & Co., Berlin. 

Vice-President, Max Tischer, Berlin; display manager, 
Arnold Muller, Berlin. 

Secretary, H. M. Geiger, Berlin. 

Assistant Secretary, Otto Bechler, Berlin. 

[reasurer, Paul Schaefer, Berlin; display manager, Rex 
& Co. 

Assistant Treasurer, Carl Hugel, Berlin; display manager, 
A. Jandorf, Berlin. 

Board of Directors: Wolfgang Beck, Bremen, display 
manager, Seidenhaus Koopman; Max Chichon, Breslau, 
decorator, H. D. Schlesinger, Jr.; J. Koch, Hamburg; Otto 
Kutzschenreuter, Essen, C. & A. Brenninkmeier; Berthold 
Menkel, Koln, display service; Karl Volker, Frankfort, 
display manager, Indanthrenhaus Co.; Frau Zander, The 
Hair House, Weimar. 

Clubs and Their Chairmen 
District, Brandenburg; Headquarters, Berlin 

Berlin Club: Chairman, Fr. Strokosch, Berlin, care of 
Seidenhaus, Michels & Co.; business manager, E. Priewe, 
Berlin-Neukolln, Kirchhofstrasse 7, telephone, New Koln 
1615. Meeting every first Friday in the month at Alten 
Askanier, Anhalt St. 11. 

District, Bergisch-Land; Headquarters, Elberfeld 

Elberfeld-Barmen Club: Chairman, Willi Messner, Elber- 
feld, display manager, Leonh. Tietz A.-G.; business manager, 
Fritz Cahnfeld, Elberfeld, P. O. Box 234. 

District, Elbgau 

Magdeburg Club: Karl Meinicke, Madgeburg, display 
manager, H. Lublin; business manager, Julius Littmann, 
Magdeburg, Bismarck St. 41. Meeting every first Friday 
in the month at Artushof, Johannisberg. 

District, Frankfort-a.-M.; Headquarters, Frankfort 

Frankfort Club: Chairman, Jean Wild, Frankfort-a.-M., 
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We Carry a Complete Assortment of 
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DIRECT MILL AGENTS 


25 E. 14th ST., N. Y¥ WRITE FOR COLOR CARD 











The F‘ountain Air Brush 


For Show Card and Si 
Easy to Handle and 
Ask Any One of 20,000 





Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, 











DIRECT FROM. OUR FOREIGN FACTORY 

SHOW CARD AND LETTERING BRUSHES 

of ten finest pure, Hair Lettering 
Brushes > 2 00°22. oss ve kam neee 1.3 
40 | Combination offer, set of 9 Show 
Card and Lettering Brushes, 6 Ox 
Hair Letterers and 
Show Card Writers’ Brushes. .$2.25 


COMMERCIAL TRADING CO., 925 Broadway, New York City 
All shipments sent Parcel Post and Insured at our Expense. Terms 
Write to us for other items. 


$4. 

Set of siabt finest French 
Camel Hair Quills....$1.8 
Gold Leaf, per pack...$9.45 


Money Order or C. O. D. 


“SOL” FABRICS 


IN New and Appropriate Motifs 
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UNBELIEVABLY DURABLE 
S. M. HEXTER & COMPANY 
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scenic painter; business manager, Fritz Schmidt, Frank- 
fort-a.-M. Heides St. 16. 

Mainz Club: Chairman, D. Becker, display manager, 
Leonhard Tietz, Mainz; secretary, —————. Callait. 

Wiesbaden Club: Chairman and business manager, Willy 
Schweitzer, Paullet Co., Wiesbaden; Blucher St. 40 

District, Hansa; Headquarters, Hamburg 

Hamburg Club: Chairman, Willy Westermann, Ham- 
burg, display manager, Kaufhaus Production, Eimsbuttel; 
secretary and business manager, W. Kurth, Kaiser Wilhelm 
St. 46; telephone, L Merkur 6786. Meeting first Wednesday 
in the month; club rooms, Soltmanns Keller, Alster Askaden. 

District, Hesse; Headquarters, Cassel 

Cassel Club: Chairman, G. Jacobs, display manager, 
Arthur Wertheim; business manager, E. Blankenberg, Cas- 
sel, Olga St. 11. 

District, Industrial Belt; Headquarters, Essen 

Essen Club: Chairman, L. Baranski, Essen, display man- 
ager, H. & L. Freudenberg, Essen; business manager, B. 
Joseph, Essen. Black Horn 61. 

District, Lausitz; Headquarters, Gorlitz 

Gorlitz Club: Chairman, Kurt Krestchmer, Gorlitz, display 
manager, Otto Strasburg; business manager, Rudolf Pap- 
peritz, Gorlitz. Elizabeth St. 41. 

Sorau Club: Business manager, George Muhlisch, Sorau, 
Market 10, b. a. Kalb. 

District, Central Germany; Headquarters, Leipzig 

Leipzig Club: Chairman and business manager, Erich 
Rast, Leipzig, scenic painter. Batersche St. 6. 

District, Lower Saxony; Headquarters, Hannover 

Hannover Club: Chairman, Edward Ludwig, Hannover, 
display manager, J. W. Saltzer Co.; business manager, 
Karl Hampe, Hannover. Roland St. 7. 

District, Upper Silesia; Headquarters, Ratibor 

Ratibor Club: Chairman, Joseph Scherner, Ratibor, care 
of Julius Priester, Ratibor; business manager, R. Berger, 
Ratibor. Bosalzer St. 21. 

District, Upper Elbe; Headquarters, Dresden 

Dresden Club: Chairman and business manager, Max Ko- 
gel, Dresden-N. Korner St. 7. 

District, East Prussia; Headquarters, Elbing 

Elbing Club: Chairman, Erich Conner, H. Loewenthal, 
Elbing; business manager, Erich Hollaender, Elbing. Quer 
St. 40. 

District, The Palatine; Headquarters, Kaiserslautern 

Kaiserslautern Club: Chairman and business manager, 
Karl Hupertz, Kaiserslautern, scenic painter. Hunter St. 9. 

District, Piastengau; Headquarters, Breslau 

Breslau Club: Chairman, W. Giller, display manager, 
Stein & Koslowsky; business manager, Erich Fischer, Bres- 
lau-X. Kohlen St. 23. 

Liegnitz Club: Chairman, Gerhard. Barth, care of Wiener 
Nachf; business manager, Herbert Dittrich, Liegnitz. Fred- 
erick St. 20. 

District, The Rhineland; Headquarters, Koln-on-the-Rhine 

Koln Club: Chairman J. Israel, Koln, display manager, 
Leonh, Tietz, A.-G., Koln-a.-Rhine; business manager, Phil 
Brixius, Koln-a.-Rhine. Aquinos St. 12. 

District, Saar; Headquarters, Saarbrucken 

Saarbrucken Club: Chairman and business manager, V. 
W. Tonshoff, Saarbrucken, display manager, d. Fa. Passage- 
Kaufhaus, Saarbrucken. 

District, Swabia; Headquarters, Stuttgart 

Stuttgart Club: Chairman and business manager, Conrad 
Bogusch, Stuttgart. Ludwig St. 55c. 

District, Thuringia; Headquarters, Weimar 

Weimer Club: Chairman and business manager, Frau Zan- 
der, Weimar. Amelien St. 1. 

District, Weser-Ems; Headquarters, Bremen 

Bremen Club: Chairman, Rich. Fromme, Bremen, ‘dis- 
play manager, Julius Bamberger; business manager, Frau 
Henken, Bremen. Celler St. 38. 

Lower Weser Club: Chairman, Erich Bastian, scenic 
painter and decorator, Wesermunde-Lehe. Hofenstrasse 4. 

Dortmund Club: Chairman and business manager, Adolf 
Jungvogel, display manager, Goldman & Co., Dortmund. 
Burgholz St. 61. 
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Organized Display Bodies in U. S. 


(Continued from page 66) 
First Vice-President—Vernon Turner, Montgomery, Ward 
& Co. 
Second Vice-President—Z. E. Averill, Meier & Frank Co. 
Secretary—Gus Hewitt, Ben Selling. 
Treasurer—Geo. J. Creighton, Oregon City Woolen Mill 


tore. 
SALT LAKE DISPLAY MEN’S ASSOCIATION 
Salt Lake City, Utah 
President—W. R. Ashby, Zion’s Co-Op. Merc. Institution. 
Vice-President—E. A. Lawrence, Standard Furniture Co. 
Secretary-Treasurer—Wallace Nyeberg. 
SPRINGFIELD DISPLAY MEN’S CLUB 
Springfield, Ill. 
President—I. F. Kalb, Myers Bros. 
Vice-President—Walter G. Meyer, Herndon D. G. Co. 
Secretary-Treasurer—Frank Schlitt, Schlitt Hdwe. Co. 
ST. PAUL ASSOCIATED DISPLAY MEN 
St. Paul, Minn. 
President—A. G. Munroe, Schuneman & Mannheimer Co. 
Secretary-Treasurer—Ray Ullom, Field, Schlick & Co. 
SEATTLE DISPLAY MEN’S ASSOCIATION 
Seattle, Wash. 
President—Ralph Pfister, Grote-Rankin Co. 
First Vice-President—Wm. Scharninghausen, Bon Marche. 
Secretary—M. M. Charlesworth, Best’s Apparel. 
Treasurer—Charles Bassett, Home Sav. & Loan Assn. 
SPOKANE DISPLAY MEN’S CLUB 
Spokane, Wash. 
President—C. M. Green, E. S..Burgan & Son. 
Vice-President—Geo. S. Stevens, Culbertson’s. 
Secretary-Treasurer—V. E. Linden, R. J..Hurd & Co. 
Publicity Director—A. R. Godfrey, 5156%4 Browne Street. 
TOLEDO ASSOCIATION OF DISPLAY MEN 
Toledo, Ohio 
President—Herbert Emery, W. L. Milner Co. 
Vice-President—Parm. Greiner, Lasalle & Koch Co. 
Py laa Garrett—Thompson-Rainie-Barbour 
& Co. 
nen nes Trauger, Thompson-Rainie-Barbour 
& Co. 
YAKIMA DISPLAY MEN’S CLUB 
Yakima, Wash. 
President—H. B. Kelly, Ditter Brothers. 
EVERETT DISPLAY CLUB 
Everett, Wash. 
President—Wm. H. Ogle, Everett Department Store. 

















| Miscellaneous Display Societies 











WNDOW DISPLAY ADVERTISING ASSOCIATION 

The Window Display Advertising Association, a division 
of the International Advertising Association, was formed in 
1924 by a group of users, producers and installers of national 
advertisers’ displays. Meeting at Cleveland in the fall of 
that year, they outlined plans for the creation of a strong 
body in which representatives of organizations engaged in 
window advertising, production of window displays and 
placement were to be affiliated. 

After a hard struggle to. make progress against great 
odds, a supreme effort was made at the 1926 convention, 
held in New York in October, to stabilize the society by 
subscription of a fund to defray organization expenses while 
acquiring a representative membership. The membership in 
1926 was approximately 150. Officers are: President, Lee H. 
Bristol, Bristol-Myers Co., New York; secretary, F. L. 
Wertz, New York; managing director, C. C. Agate, New 
York; vice-president, Sol Fisher, Fisher Display Service, 
Chicago. Headquarters are at 8 West Forty-seventh Street, 
New York. 

LOS ANGELES WINDOW DISPLAY ADV. ASS’N 
Los Angeles, Cal. 

President—Victor C. Langford, Western Auto Supply Co. 

Vice-President—Vern C. Hollingsworth, Golden State 
Milk Products Co. 

Secretary-Treasurer—E. H. Siney, United Window Dis- 
play Service & Sales Co. ‘ 
WINDOW DISPLAY ADVERTISING ASSOCIATION 

Adv. Council, Chicago Association of Commerce 

Chicago, Ill. 
Chairman—Jos. M. Kraus, A. Stein & Co. 
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Thirty Shades in 
High Quality 
Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 
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\ete- we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO soxxs COMPANY 


666 W. WASHINGTON BLVD. : cuicaco ¢ 
Originators of New Colors and Finishes in Poster Boards - 














IF YOU ARE Brush is the best Air Brush; of course a Wold 
Air Brush is the best Air ONE OF THE ‘ld Air Brush is the 
best Air Brush; of course a Wold Ai GREAT FAMILY OF 
of course a Wold Air DISPLAY MEN ush; of course a Wold 
YOU NEED AN ir Brush; of course a Wold Air Brush is the 
best Air Brush; of cour: AIR BRUSH is the best Air Brush; 
Brush is the best Air Brush; of course a Wold TO HELP YoU 
PRODUCE YOUR Brush; of course a Wold Air Brush is the 
best Air Brush; of course a Wold Air Brush BEST EFFORTS 
WRITE DIRECT 


THE WOLD AIR BRUSH MFG. COMPANY 
2173 N. CALIFORNIA AVE., CHICAGO, ILLINOIS 


Learn to Make Show Cards 
---Quick Easy Way! 


COMPLETE, practical, sim- 
plified, home-study course 
quickly trains you to make 
clever, “business-getting’’ show 
cards. No special ability needed. 
Store Owners—save money and 











boost your sales. Make your own 
attractive show cards. Clerks— 
every store needs original show 
cards. Double your pay. Busi- 
ness of your own. Earn big # 
money in spare time. Start Now. 4 
Write for Attractive Offer and descriptive, illustrated Free Book to 
WASHINGTON SHOW CARD SCHOOL, Room 1401-E 
1117-15th Street, N. W., Washington, D. C 


wes DECORATIVE PAPERS 
AND CARDWRITERS’ SUPPLIES 


foe DBELCKEN SIGN SUPPLY CO. 


Baltimore and Front Sts., Baltimore, Md. 
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COMPLETE TRADE DIRECTO 


of Established Manufacturers, Jobbers, Importers and Distributors of 


Window Display and Store Equipment. Decoratives, Accessories and Specialties 





(Kindly Mention The DISPLAY WORLD When Writing to Any of These Concerns) 


AIR BRUSHES 

Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 

Dick Blick Co., Galesburg, Ill. 

Bert L. Daily, 124 East 3rdSt., Dayton ,Ohio. 

N. Glantz, 289 Bowery, New York City. 

Joseph Mayer & Co., 25 East 14th St., 
York City. 

Paasche Airbrush Co., 1909 Diversey Parkway, 
Chicago, Ill. 

A. & B. Smith Co., 633 Smithfield St., 
burgh, Pa. 


New 


Pitts- 


Thayer . a, 913 W. Van Buren St., Chi- 
cago, 

Wallbrunn, Kling & Co., 327 S. Clark St., 
Chicago, Ill. 

Wo!¢ Air Brush Mfg. Co., 2173 N. Cal. Ave., 


Chicago, Ill. 


AIR BRUSH STENCILS 
Bert L. Daily, 124 East 3rd St., Dayton, Ohio. 


Joseph Mayer & Co., 25 East 14th St., New 
York City. 

Paasche Airbrush Company, 1909 Diversey 
Parkway, Chicago, III. 

Wold Air Brush Mfg. Co., 2173 N. Cal. Ave., 
Chicago, II]. 

ART FABRICS 
Hydol Plush Mfg. Co., 36 E. 2lst St., New York 


City. 
Hudson & Boas. 5 E. 17th St., New York City. 
Mende'schn’s Textile Corp., 156 W. 45th. St., 


New York City. 
373 4th Ave., New York City. 


Royal Textile Co., 
ART PANELS 
Adler-Jones Company, 651 S. Wells St., 
cago, IIll., 
Art Guild, 250 W. 54th St., New York City. 
Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, II. 


a Bodine, 250 W. 54th St., New York 

ity. 

EASTMAN BROS. STUDIOS, 160 W. 45th St., 
New York City. 

es Art Co., 5313-17 North 27th St., Omaha, 
eb. 

Mac-Win, 1607 Broadway, New York City. 

New York Display Service, 101 W. 46th St., New 
York City. 

Peerless Light Co., W. Washington 
Blvd., Chicago, Ill. 

Schack Artificial Flower Co., 134-40 N. Robey 
Street, Chicago, III. 

Art-O-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 


The Craft Studios, Third Nat. Bank Bldg., New 
London, Ohio. 


Chi- 


663-71 W. 


Harry Taylor Studios, 209 W. 34th St., New 
York City. 

Whiteley-Broady Studios, 244 W. 49th St., New 
York City. 


ART NOVELTIES 
Art Guild, 250 W. 54th St., New York City. 
oa Decorating Co., 319-27 W. Van Buren 
Chicago, IIl. 
caeak Display Service, 2537 S. Crawford 
Ave., Chicago, II] 


Commercial Trading Co., 72 Christopher St., New 
York City. 

Fulper Pottery, Flemington, N. J. 

Graves Art Studios, 107 S. Fourth St., Louis- 


ville, Ky. 
z. ars Co., 28 Pellington Place, Brooklyn 


Rapaport Bros., 701 W. Ohio St., Chicago, III. 
Twin Arts Studios, 1225 Broadway, New York 


City. 
= Van Blerkom, 124 Fifth Ave., New York 
ity. 
Silvestri Art Mfg. Co., 1035 Orleans St., 


Chi- 

cago, Il. 
Harry Taylor Studios, 209 W. W. 34th St., New 
York City : 
Phebe Rue. Whitney, 34 E. 22nd St., New York 


City. 


ART PRINTS 
Rudolf Lesch, 225 Fifth Ave., New York City. 
Twin eee Studios, 1225 Broadway, New York 


Cit 
Whiteley- Broady Studios, 244 W. 49th St., New 
York City. 


ARTIFICIAL FLOWERS 
A. & K. PLANT PRESERVE CO., 123-25 W. 
20th St., New York City. 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 





Alen Decorators, 1465 Sunset Blvd., Los An- 
geles, Cal. 

Botanical Decorating Co., 319-27 W. Van Buren 
St.. Chicago. 

DECORATIVE DISPLAY CO., 19-21 West 36th 
St., New York City. 

Doty "& Scrimgeous Sales Co., 148 Duane St., 
New York City. 

Samuel C. Dutch & Son, 35 N. Division St., 
Buffalo, N. 

Phila- 


¥. 
Samuel een Co., 474 N. 6th St., 
delphia, Pa. 
J. egg pg CO., 28 Pellington Place, Brook- 
yn, . ¢ 
Frank Netchert, 67 Barclay St., New York City. 


Karl Pauli Corp., 454 Broome, New York City. 
G. ee & Co., 227 W. Austin Ave., Chicago, 


A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill. 

SCHROEDER ARTIFICIAL FLOWER MFG. 
& DECORATING CO., 3341-43 Superior Ave., 
Cleveland, O. 

Show Window Equipment Co., Bldg., 


Boston. Mass. 
1160 Chatham Court, 


SPANJER-JANES CO., 
Chicago, Ill. 
D. W. Woodruff & Co., 216-220 Fifth St., 
Francisco, Calif. 
ARTIFICIAL FLOWER HOLDERS 


Samuel Edelman Co., 474 N. 6th St., Phila- 
delphia, Pa. 


ARTIFICIAL HOLLY WREATHS 
J. B. TIMBERLAKE & SONS, 120-24 E. Wash- 
ington St., Jackson, Mich. 


ARTIFICIAL PLANTS 


A. & K. PLANT PRESERVE CO., 123-25 W. 
20th St., New York City. 

Adler- Jones Co., 651 S. Wells St., Chicago, III. 

Decorative Display Co., 19-21 West 36th St., 
San Francisco, Calif. 

Artistic Plant Preserving Co., 2125 
New Yerk City. 

Botanical Decorating Co., 319-27 W. Van Buren 


St., Chicago, Ill. 

Samuel Edelman Co., 474 N. 6th St., Philadel- 
phia, Pa. 

4. Lg agg Co.,: 28 Pellington Place, Brooklyn, 

Y. 

Frewk Netchert, 67 Barclay St., New York City. 

G. Reising & Co. 55 27> WW Austin Ave., Chicago, 
Ill 


Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill 
Mfg. & Decorating Co., 


Schroeder Artificial 
3341-43 Superior Ave., Cleveland, O. 


ARTIFICIAL SNOW 
Adler-Jones Co., 651 S. Wells as Chicago, Il. 
Bert L. Daily, 124 East 3rd St., Dayton, 
J. Hartwig Co., 28 Pellington Place, Brooklyn, 


Joseph Mayer & Co., 25 E. 14th St., New York 
Cit 
G. _Reising & Co., 227 W. Austin Ave., Chicago, 


Schack Artificial Flower Co., 134-40 N. Robey 
, Chicago, Ill 


BACKGROUND COVERINGS. 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 
Art--O-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 

Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, Il. 

Craft Studios, Third National Bank Bldg., New 


London, O. 
Cooper Organization, 23-25 N. Liberty St., 
New York City. 


Baltimore, Md. 

Dazian’s, 142 W. 44th St., 

Doty & Scrimgeour Sales Co., 148 Duane St., 
New York City. 

Eastman Bros. Studios, 160 W. 45th St., New 
York City. 

Samuel Edelman Co., 474 N. 6th St., Phila- 
delphia, Pa. 

S. had Hexter & Co.,. 2400 Superior Ave., Cleve- 


and, O. 
Hed Plush Mfg. Co., 36 E. 21st St., New York 
Maharam Textile Co., 107 W. 48th St., New York 


City. 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill. : 

Show Window Equipment Co., Little Bldg., 
Boston, Mass. 


Little 


San 


Bush St., 


‘Adler- Jones Co., 651i S. 


D. W. Woodruff & Co., 216-220 Fifth St., San 


Francisco, Calif. 


BACKGROUND REFINISHING 
Art-o-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 
Posenger Studio, 2436 W. 3rd St., Dayton, Ohio. 
Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Il. 


BACKGROUND oan 8 

Wells St., Chicago. Ti. 

Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City. 

Art--O-Craft Studios, 1935 Grand River Ave., 
Detroit. Mich. 

A. Lees Bodine, 250 W. 54th St., New York 
ity. 

Botanical Decorating Co., 319-27 W. Van Buren 


St., Chicago, Ill. 

Cooper Organization, 23-25 N. Liberty St., 
Baltimore, Md. 

Craft Studios, Third National Bank Bldg., New 
London, 

Displayereft Studio, 804 Ninth Ave., New York 


EASTMAN BROS. STUDIOS, 160 W. 45th St., 
New York City. 

Graves Art Studios, 107 S. Fourth St., 
ville, Ky. 

qT. gain Co., 28 Pellington Place, Brookyu, 


he 
Ivel Displays, 244 W. 49th St., New York City. 
Kinnear Artcrafts, 19 E. 15th St., New York City. 
MacLEOD STUDIOS, 2838 Decatur Ave., New 


York City. 
Mac-Win, 1607 Broadway, New York City. 
New York 


Maberem Textile Co., 107 W. 48th St., 
New Nid Display Service, 101 W. 46th St., New 
York City. 
Old King Cole, Inc., Canton, O. 
Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. Y. 
Philadelphia, Pa. 


A. Rosenbaum, 704 S. 5th St., 
Schack Artificial Flower Co., 134-40 N. Robey 
Bldg., 


Louis- 


St., Chicago, Ill 
Show Window Equipment Co., 
Boston, Mass. 
= Art Mfg. Co., 


SPANJER- -JANES CO., 
Chicago, Ill. 


Little 
1035 Orleans St., 

1160 Chatham Court, 
bebe poo —? Studios, 3737 Cass Ave., St. 


D. W. Woodruff & Co., 216-220 Fifth St., San. 
Francisco, Calif. 


BACKGROUND PAINTINGS 
Adler-Jones Co., 651 S. Wells St., Chicago, [1]. 
Advertisers Art 7 aa Works, 251 W.. 42nd 

St., New York Cit 
Art--O-Craft Seudise” ‘1935 Grand River Ave., 
Detroit, Mich. 


Chicago, 


bi Clarence Bodine, 250 W. 54th St., New oYrk 
ity 
Cooper Organization, 23-25 N. Liberty St., 


Baltimore, Md. 

Craft Studios, Third National Bank Bldg., New. 
London, O. 

Displaycraft Studio, 804 9th Ave., New York. 


Studios, 160 W. 45th St., New 
Omaha. 


ity. 
Eastman ~ 
York Cit 
Enkeboll Art Co., 5313-17 North 27th St., 


Ne 
Grayes Art Studios, 107 S. 4th St., Louisville, 


y. 
J. Hartwig Co., 28 Pellington Place, Brooklyn, 
N.Y. 


Ivel Displays, 244 W. 49th St., New York City. 

Kinnear Artcrafts, 19 E. 15th St., New York City. 

Martin Jenter Artcrafts, Mt. > ty 2 

FRANCIS W. KRAMER, 5252 W. Kinzie St.,. 
Chicago, I! 

MacLEOD STUDIOS, 2838 Decatur Ave., New 
York City. 

Mac-Win, 1607 Broadway, New York City. 

Rochester Display Fixture Works, 654 ‘South 
Ave., Rochester, N. Y. 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill. : 

ats egg «all Equipment Co., Little Bldg., 

ston, 

SPANJER- TANS CO., 1160 Chatham Court, 
Chicazo, 

Harry Taylor Studios, 209 W. 34th St., New 
York City. 

David Yau Blerkom Co., 124 Fifth Ave., New 
York City. 
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Volland Scenic Studios, 3737 Cass <n St. 
Louis, Mo. 


BACKGROUND PANELS 
Adler-Jones Co., 651 S. Wells St., Chicago, Tl. 
Ad vor Art Sculpture Works, 251 W. 42nd 

New York City. ; 
Art O-Craft “ea 1935 Grand River Ave., 
Detroit, 
ARROW MANUFACTURING CO., 1100 Adams 
St., Hoboken, N. J. 
Art Products Mfg. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 
Art Guild, 250 W. 54th St., New York City. 
Binger a Co., 71 W. 23rd St., New 


York Cit 

J. Clarence "bedind, 250 W. 54th St., New York 
City. 

Cooper Organization, 23-25 N. Liberty St., 


Baltimore, Md. 
Craft Studios, Third National Bank Bldg., New 


London, O 
Studios, 160 W. 45th St., New 


Eastman Bros. 
Graves Art Studios, 107 South 4th St., 


York City 
Louis- 
ville 


iF. Hartwig Co., 28 Pellington Place, Kreokyn, 


Ivel Displays, 244 W. 49th St., New York City. 

Keiton Mfg. Co., 77 Beacon St., Worcester. Mass. 

Kinnear Arterofts, 19 E. 15th St., New York City. 

MacLEOD STUDIOS, 2838 Decatur Ave., New 
York City. 

Mac-Win, 1607 Broadway, New York City. 

ms tharam Textile Co., 107 W. 48th St., New York 
City. 

Oscar Onken Co., 4th and Cutter, 
nati, Ohio. 
Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. Y. 
A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 
Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, II]. 

Segall & Sons, 933 Arch St., Philadelphia, Pa. 

A. Solomon, 1123 Broadway, ‘New York City. 

Show Window Equipment Co., Little Bldg., 
Boston, Mass. 

SPANJER-TANES CO., 1160 Chatham Court, 
Chicago, Ill. 

Peckman Showcase & Store Fixiure Co., 75 9th 
St., Brooklyn, N. 

Harry Taylor Studios, 209 W. 34th St., New York 
ity. 

D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Calif. 


BACKGROUNDS—PERMANENT 
Art Guild, 250 W. 54th St., New York City. 
Cincinnati Show Case & Display. Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 
Craft Studios, Third National Bank Bldg., New 
London, O. 
Displaycraft Studio, 804 9th Ave., New York 


City. 
Eastman Bros. Studios, 160 W. 45th St., New 
Kelton Mfg. Co., 77 Beacon St., Worcester, Mass. 


Cincin- 


York City. 


.Mac-Win, 1607 Broadway, New York City. 


Posenger Studio, 2436 W. 3rd St., Dayton, Ohio. 

Segall & Sons, 933 Arch St., Philadelphia, Pa: 

Peckman Showcase & Store Fixture Co. + 76 9th 
St., Brooklyn, N. Y 


BACKGROUND SCREENS 


Adler-Jones Co., 651 S. Wells St., Chicago, III. 

Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City. 

Art-O-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 

Art Products Mfg. Co., 4th Floor, Lafayette 

Bldg., Detroit, Mich. 

Art Guild, 250 W. 54th St., New York City. 

Binger Advertising Co., 71 W. 23rd St., New 
York City. 

Ps » BY 250 W. 54th St., New York 
ity. 

Brager Bros., 22 W. 24th St., New York City. 

Craft Studios, Third National Bank Bldg., New 
London. O. 

Cooper Organization, 23-25 N. Liberty St., 
Baltimore, Md d. 

a aes Studio, 804 9th Ave., New York 


Display Craft Co., 1350 Broadway, New York 
ity. 
Studios, 160 W. 45th St., New 


Eastman Bros. 

York: City. 

Fleece Bros. Co., Graham Bldg., Memphis, Tenn. 
Gravee Art Studios, 107 S. 4th St., Louisville, 


J. Hartwig Co., 28 Pellington Place, Brookyn, 


Ivel Displays, 244 W. 49th St., New York City. 

Kinnear Artcrafts, 19 E. 15th St., New York City. 

MacLEOD STUDIOS, 2838 Decatur Ave., New 
York City. 

Mac-Win, 1607 Broadway, New York City. 

Oe Onken Co., 4th and Cutter,’ Cincinnati, 

io. 

Rochester: Display Fixture Works, 654 South 

Ave., Rochester, N. Y.' 


A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill. 

Segall & Sons, 933 Arch St., Philadelphia, Pa. 

Show Window Equipment Co., Little Bldg., 
Boston, Mass. 

Harry Taylor Studios, 209 W. 34th St., New 
York City. 

D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Calif. 


BANNERS AND BUNTING 
Annin & Co., 85 5th Ave., New York City. 
D. C. Humphreys Co., 909 Filbert St., Philadel- 
phia, Pa. 
Weeks-Howe-Emerson Co., 90 Market St., San 
Francisco, Cal. 


BOLTING CLOTH 
a: L. Daiiy, 124 E. 3rd St., Dayton, O. 
Glantz, 289 Bowery, New York City. 
Joseph Mayer & Co., 25 E. 14th St., New York 


ioe Window Equipment Co., Little Bldg.,’ 


Boston, Mass. 


BRASS RAILS 


Brager Bros., 22 W. 24th St., New York City. 
Frankel Display Fixture Co., 493 7th Ave., New 
York City. 
Klee Display Fixture Co., 174-78 Atlantic Ave., 
Rochester, N. Y. 
te Lyons & Co., Lansing, Mich. 
. Humphreys Co., 999 Filbert St., Philadel- 
as "Pa, 
McKenna-Horix Mfg. Co., 100 Wood St., 
burgh, : 
— Mfg. Co., 414 Elm St., 
io. 
A. Rosenbaum, 704 5th St., Philadelphia, Pa. 
J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 


CARD HOLDERS 


American Wire Form Co., 265-73 Grant Ave., 
Jersey City, N. 
Art Fixture Mfg. Co. .. St. Louis, Mo. 

Art Products Mfg. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 
Brager Bros., 22 W. 24th St., New York City. 
The Cincinnati Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 

Bert L. Daily, 124 E. 3rd St., Dayton, Ohio. 

Davis Metal Fixture Co., 615 Brook St., P. O. 
213, Lansing, Mich. 

Display Craft Co., 1350 Broadway, New York 


Cit 

Klee "Display Fixture Co., 174-78 Atlantic Ave., 
Rochester, N. Y. 

Samuel C. Dutch & Son, 35 N. Division St., 
Buffalo, N. Y. 


Pitts- 


Cincinnati, 


Fleece Bros. “Ce. 8-10 Graham Bldg., Memphis, 
enn. 
‘ Frankel Display Fixture Co., 493 7th Ave., 


New York City. 
. F. Grammes & Sons, Jordan and Union Sts., 
” Allentown, Pa. 


— & Solomon, 201 W. 25th St., New York 
ity. 
Newman Mfg. Co., 414 Elm St., Cincinnati, 


io. 
Oscar Onken Co., 4th and Cutter, Cincinnati, 


io. 

Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 

M. D. Pollinger 416 Victoria Bldg., St. Louis, 


Mo. ' 

Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. 

A. Rosenbaum, 704 S. 5th ‘St., Philadelphia, Pa. 

Segall & Sons, 933 Arch St., Philadelphia, ra. 

Show Window Equipment. Co., Little Bldg., 
Boston, Mass. 

J. B. Timberlake & Sons, 120-24 E. Washington 
St., Jackson, Mich. 

Utility Display Fixture Co., 3254 Ravenswood 
Ave:, Chicago, IIl. 

Onli-Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania R.R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 

J. B. Williams, 1146 Broadway, New York City. 
York City. 


ARD BOARD 
BADGER CARTON CO., 387 9th St., Milwaukee, 


Wis. 
Becker Sign Supply Co., Baltimore and Front 
Sts.. Baltimore, Md. 
Dick Blick Co., Galesburg, Ill. 
Chicago Cardboard Co., 664-670 W. Washington 
Blvd., Chicago, I11. 


Bert L. Daily, 124 E. 3rd St., Dayton, Ohio. 


Hurlock Bros. Co., 3436-38 Market St., Phila- 
delphia, Pa. 
jae Mayer & Co., 25 East 14th St., New York 


ity. 
an, Mfg. Co., 414 Elm St., Cincinnati, O. 
A. & B. Smith Cai 633 Smithfield St., Pitts- 
burgh, Pa. 





Wallbrunn Kling & Co., 327 S. Clark St., Chi- 
cago, Il 


CARDBOARD EASELS 
a ag Easel Co., 439 E. Fort St., 
ic 


Detroit, 


CARNIVAL DECORATIONS 
Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City. 
American Sculpture Advertising Display Co., 
20 W. 42nd St., New York City. 
Annin & Co., 85 Sth Ave., New York City. 
Anat Art, 3443 S. Hill St., Los Angeles, 
Calif. 
Eastman Bros. Studios, 160 W. 45th St., New 
J. Hartwig Co., 28 Pellington Place, Brooklyn, 
Y. 


HY SIL MFG. CO., Revere, Mas 
Cc Sewebrere Co., 909 Filbert’ St., 
eee 

wee Win, 1607 Broadway, New York City. 

Old King Cole, Inc., Canton, O. 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill. : 

Show Window Equipment Co., Little Bldg., 
Boston, Mass. 

Schroeder Artificial Flower Mfg. & Decorating 
Co., 3341-43 Superior Ave., Cleveland, O. 

A. Solomon, 1123 Broadway, New York City. 

Harry Taylor Studios, 209 W. 34th St., New 
York City. 

Weeks-Howe-Emerson Co., 90 Market St., San 
Francisco, Cal. 


CHARACTER WAX FIGURES 
paeceeen Art Sculpture Works, 251 W. 42nd 
New York City. 4 
tenes Bros., 22 W. 24th St., New York City. 
Show Window Equipment Co., Little Bldg., 
Boston, Mass. 
J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 
5. Williams, 1146 Broadway, New York City 


COLOR MATCHING LAMPS z 
ear A. Bohling, 502 W. 44th St., New York 


Onli Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania R.R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th, 
New York City. 


COLOR SCREENS 

Frederick A. Bohlng, 502 W. 44th St., New York 
Cit 

The Cesta Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, 

Curtis Lighting, 1119 W. Jackson Bivd., Chi- 
cago, Ill. 

Reflector & Illuminating Co., 1407-1417 Jackson 

Blvd., Chicago, III. 
Rosco Laboratories, 131 3rd Place, Brooklyn, 


Philadel- 


N.-Y. 
H. C. Ross & Co., 1227 Venice Blvd., Los An- 
eles, Cal. 
Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Il 
Sun- Ray Lighting ~ Saga 119-121 Lafayette 
St.. New York Cit 
< _ Timberlake & , a 120-24 E. Washington 
., Jackson, Mich. 


COMPOSITION BOARD 


Union Fibre Co., Winona, Minn. 
Upson Co., Lock port, eX 


COUNTER DISPLAYS 


Act-o-lite Display Mfg. Co., 249 Hennepin Ave., 
Minneapolis, Minn. 

Advertising Metal Display Co., 1001 W. Wash- 
ington Blvd., Chicago, IIl. 

American Colortype Co., 1151 Rosco St., Chi- 
cago, 

Fe Sculpture eg hee Display Co., 
20 E. 42nd St., New York Cit 

American Wire Form Co., 265- 73 Grant Ave., 
Jersey City, N. 

Animated Products Corp., 19 W. 27th St., New 
York City. : 

Art Fixture Mfg. Co., St. Lovis, Mo. 

BADGER CARTON CO., 387 9th St., Milwaukee, 


Wis. 
Berger Mfg. Co., Canton, Ohio. 
Binger Advertising Co., 71 W. 
York City. . 
E. O.Bulman Mfg. Co., 1719 Elizabeth Ave., 
Grand Rapids, Mich. 
Brager Bros., 22 W. 24th St., New York City. 
BRUNHOFF MFG. CO., Cor. York & Freeman, 
Cincinnati. O. 
Compton & Sons ee ty poe & Printing Co., 
200-214 Locust St., St. Louis, Mo. 
David A. Coleman Co., 110 Locust St., 


Mo. 
CLYDE WOODWORKING CO., 2700 S. Hamlin 
Ave., Chicago, [IIl. 
Davis Metal Fixture Co., 615 Brook St., P. O. 
Box 213 Lansing. Mich. 
Dealers Sign & Display Corp., 1400 Broadway 
New York City. 


23rd St., New 


St. Louis, 
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EINSON-FREEMAN CO., 511-19 E. 72nd St., 
New York City. 

Fleece Bros. Co., Graham Bldg., Memphis, Tenn. 

GENERAL DISPLAY CASE CO., 63 Greene St., 
New York Ci 

Gereke-Allen Carton Co., 1701-1713 Chouteau 

Ave., St. Louis, Mo. 
Ss. S. ~ aN RRS I 580 E. 169th St., New York 


Cit 
Lutz & SHEINEMAN, 2 Duane St., New York 


Martin Jenter, Artcrafts, Mt. Vernon, N. Y. 
Karle 3h Aes Co., 444 Central Ave., 
Rochester, 
J. D. LEWis co. 931 ist National Bank Bldg., 
Chicago, Ill. 
Majestic Display Case Co., 71 Green St., New 
York City. 
M. Metzger Co., 3264-3310 W. Lake St., Chi- 
cago, Ill. 
Mac-Win, 1607 Broadway, New York City. 
Oscar Onken Co., 4th & Cutter, Cincinnati, O. 
Oval & Koster, 700-800 W. Washington St., 
Indianapolis, Ind. 
179 Wooster St., 


Robin-Skall Display Case Co., 
‘New York City. 

oe Litho. Co., 350 Broadway, New York 
ity. 

Nathan M. Stone Co., 2000 M. Major Ave., Chi- 
cago, Ill. 

J. B. Timberlake & Sons, 120-24 E. Washington 
St., Jackson, Mich. 

bt ar ia Co., John & Main Sts., Bound Brook, 


Phebe Rae Whitney, 34 E. 22nd St., New York 
Aty. 


CREPE PAPER 
AMERICAN TISSUE MILLS, 12 Crescent St., 
Holyoke, Mass. 
Dennison Mfg. Co., Framingham, Mass. 
See 367 Co., Kenilworth, N. 
od Reed Co., Chestnut St., Williamsport, Pa. 
Be. Mfg. Ce., 32nd and Allegheny Ave., 
Philadelphia, Pa. 
TUTTLE PRESS CO., Appleton, Wis. 


; CUTAWLS 
International Register Co., 13 S. Throop St., 
Chicago, Ill. 

t 
CUT-OUTS 
Advertisers Art Sculpture Works,”251 W. 42nd 
St., New York City. 
_ American Colortype Co., 1151 Rosco St., Chi- 
New York City. 


cago, Ill. 
Art Guild, 250 W. 54th St., 

Art-O-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 


— CARTON CO., 387 9th St., Milwaukee, 


mictae’ Bros., 22 W. 24th St., New York City. 

BREUKER & KESSLER Co., 701 Arch St., 
Philadelphia, Pa. 

Chicago Cardboard Co., 664-670 W. Washington 
Blvd., Chicago, Ill. 


ae . Coleman Co., 110 Locust St., St. Louis, 

0. 

Cooper Organization, 23-25 N. Liberty St., 
Baltimore, 


Compton & Sons Lithographing & Printing Co., 
200-214 Locust St., St. Louis, Mo. 
Craft Studios, Third Nat. Bank Bldg., New 
London, Ohio. 
Dealers Sign & Display Corp., 1400 Broadway, 
New York City. 
Decorative Display Co., 19-21 W. 36th St., New 
York City. 
Displayeraft Studio, 804 9th Ave., New York 
ity 
a & Peer et” pani Co., 2320 S. 
Wabash Ave., Chicago 
EINSON-FREEMAN CO, mre 519 E. 72nd St., 
New York City. 
Forbes Lithograph Mfg. Co., P. O. Box 5130 
Boston, Mass. 
Gereke-Allen Carton Co., 1701-1713 Chouteau 
Ave., St. —t 
J. as Co., 28 Pellington Place, Brooklyn, 


Hurlock Bros. Co., 3436-38 Market St., Phila- 
delphia, Pa. 

Ivel Displays, 244 W. 49th St., New York City. 

Kinnear Artcrafts, 19 E. 15th St., New York City. 

LUTZ & SHEINKMAN, 2 Duane St., New 
York City. 

Karle me is 28 Co., 444 Central Ave., 
Rochester, N. Y. 

J.D. LEWIS co., 931 First National Bank Bldg., 
Rochester, N. "Y. 

Mac-Win, 1607 Broadway, New York City. 

Martin Jenner, Artcrafts, Mt. Vernon, N. Y. 

Mewes Lith. Co., 24 W. 40th St., New York 
ity 

New York Display Service, 101 W. 46th St., 
New York City. 

Paintex Products Corp., 30 Irving Place, New 
York City. 

Phebe Rae Whitney, 34 E. 22nd St: 


New York 


ity. ‘ 
Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. Y. 


Seaboard Litho. Co., 350 Broadway, New York . 


City. 
Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, I] 


Show’ Window Equipment Co., Little Bldg., 


Boston, Mass. 
vor Co., John & Main Sts., Bound Brook, 


DECALCOMANIA 
Dealers Sign & Display Corp., 1400 Broadway, 
New York City. 
A. & B. Smith Co., 633 Smithfield St., Pitts- 
burgh, Pa. 


DECORATIVE PAPERS 

AMERICAN TISSUE MILLS, 12 Crescent St., 
Holyoke, Mass. 

Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 

Decorative Display Co., 19-21 W. 36th St., New 
York City. 

Dennison Mfg. Co., Framingham, Mass. 

Doty & Scrimgeour Sales Co., 148 Duane St., 
New York City. 


— Pauli Corp., 454 Broome St., New York 
ty. 
Joseph Mayer & Co., 25 E. 14th St., New York 


ity. 
Samuel Edelman Co., 474 N. Sixth St., Phila- 
delphia, Pa. 
Show Window Equipment Co., Little Bldg., 
Boston, Mass. 
A:-&: B: — Co., 633 Smithfield St., Pitts- 
burgh, Pa. 
D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Cal. 


DISPLAY CARDS 
AD-DISPLAY, INC., Fabian Bldg., Paterson, 


N. J. 
American Colortype Co., 1151 Rosco St., Chi- 


cago, 
Binger Advertising Co., 71 W. 23rd St., New 


BADGER CARTON CO., 387 9th St., Milwaukee, 


Wis. 
Chicago Card Board Co., 664-670 W. Wash. Blvd., 
Chicago, Ill. 


— A. Coleman Co., 110 Locust St., St. Louis, 
oO. 
Cooper Organization, 23-25 N. Liberty St., 


Baltimore, Md. 
Compton & Sons Lithographng and Printing 
Co., 200-214 Locust St., St. Louis, Mo. 
Displaycraft Studio, 804 9th Ave., New York 


y- 

Edwards & Deutsch i ihogeaphing Co., 2320 S. 
Wabash Ave., Chicago, 

EINSON-FREEMAN CO., TSti- 519 E. 72nd St., 
New York Citk. 

Gereke-Allen Carton Co., 1701-1713 Chouteau 
Ave., St. Louis, Mo. 

Hurlock Bros. Co., 3436-38 Market St., Phila- 
delphia, Pa. 

Ivel Displays, 244 W. 49th St., New York City. 

Karle Lithographic Co., 444 Central Ave., 
Rochester, N. Y. 

Mac-Win, 1607 Broadway, New York City. 

Morgan Lith. Co., 24 W. 40th St., New York 


Oval’& Koster, 700-800 W. Wash. St., 
cco Mey Litho. Co., 350 Broadway, New York 
Ave B. & Smith Co., 633 Smithfield St., Pitts- 
Nathan M. ‘Stone Co., 2000 M. Major Ave., Chi- 

Pie Studios, 1225 Broadway, New 


Twin Arts 
Veeplex Co., John & Main Sts., Bound Brook, 


Indianap- 


York City. 


DISPLAY CARTONS 
Gereke-Allen Carton Co., 1701-1713 Chouteau 
Ave., St. Louis, Mo. 


DISPLAY COUNSEL 

Act-o-lite Dries, Lanta Co., 249 Hennepin Ave., 
Minneapolis, M 

EINSON- FREEMAN CO., 511-519 E. 72nd St., 
New York Citk. 

Karle rag Ha 2 Co., 444 Central Ave., 
Rochester, N. 

MacLEOD STUDIOS, 2838 Decatur Ave., New 
York City. 

Mac-Win, 1607 Broadway, New York City. 

New York Display Service, 101 W. 46th St., 
New York City. 

~~ Service Co., 489 5th Ave., New York 


Cit 
Edward E. Thieler, 415 Lexington Ave., New 
York’ City. 
J. D. Williams, 509 S. Franklin St., Chicago, Ill. 
G. A. Smith, 250 W. 54th St., New York City. 


DISPLAY FIXTURES—GLASS 
Brager Bros., 22 W. 24th St., New York City. 
Cincinnati Show Case & Display Fixture 
pce ay 232-40 Main St., Cincinnati, Ohio. 
Doty & Scrimgeour Sales Co., 148 Duane St., 
New York City. 


Samuel C. Dutch & Son, 35 N. Division St., 
Buffalo, N. Y. 
— SB gy ay Fixture Co., 212 E. 9th St., New 


Fleece 1 Bros. Co., 8-10 Graham Bldg., Memphis, 

Frankel Display Fixture Co., 493 7th Ave., New 
York City. 

General Dinvlay Case Co., 63 Greeene St., New 
York City. 

Hecht Winter Co., 235 S. Wells St., Chicago, Ill. 

Klee Display Fixture Co., 174-178 ‘Atlanta Ave., 
RAochester, N. Y. 

Mercantile Display Fixture Co., 212 S. Sharp 
St., Baltimore, 

Minneapolis Show Case Mfg. Co., 2403-13 River- 
side ina, ., Minneapolis, Minn. 

Oriental — Fixture Co., 251 Messerole St., 
Brooklyn, N. Y 

A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 

Show Window Equipment Co., Little Bldg., 
Boston, Mass. 

Utility Display Fixture Co., 3254 Ravenswood 
Ave., Chicago, 

Onli-Wa Fixture Co., St. Paul Ave, and Penn- 
sylvania R. R., Dayton, Ohio. 

Z; = Palmenberg’s i 1412 Broadway at 39th 

New York Cit 

ACME WINDOW FIXTURE SERVICE, 1038 
W. Van Buren St., Chicago, IIl. 

Buckeye Fixture Co., 1292 W. 4th St., 
land, Ohio. 


DISPLAY FIXTURES—METAL 
Acme Window Fixture Service, 1038 W. Van 
Buren St., Chicago, Ill. 
Advertisers ‘Art Sculpture Works, 251 W. 42nd 
St., New York City. 
Advertising Metal Display Co., 1001 W. Wash- 
ington Blvd., seg Til. 
American Wire Form Co., 265-273 Grant Ave., 
Jersey City, N. J. 
Anglo Display Fixture Co., 246 W. 38th St., 
Art Fixture Mfg. Co., St. Louis, Mo., 
Art Product Mfg. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 
Baum’s Metal Specialties, 1523 Wyandotte St., 
Kansas City, Mo. 
Berger Mfg. Co., Canton, Ohio. 
Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, Il. 
Brager Bros., 22 W. 24th St., New York City. 
BRUNHOFF MFG. CO., Cor. York & Freeman, 
Cincinnati, O. 
Buckeye Fixture Co., 1292 W. 4th St., Cleve- 
land, Ohio. 
E. O. Bulman Mfg. Co., 1719 Elizabeth Ave., 
Grand Rapid, Mich 
Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill. 
Cincinnati Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 
Curtis Leger Fixture Co., 235 Jackson Blvd., 
Chicago, Ill. 
Davis Metal Fixture Co., 615 Brook St., P. O. 
Box 213, Lansing, Mich. 
DISPLAY CRAFT co., 
York City. 
SAMUEL C. DUTCH & SON, 35 N. Division 
St., Buffalo, N. Y. 
Earle Display Fixture Co., 212 E. 9th St., New 
York City. 
Frankel as Fixture. Co., 493 7th Ave., New 
York Cit 
General Display Case Co., 63 Greene St., New 
ork 
M. Goldsmith Co., 751 Lafayette Ave., Brooklyn, 


Hecht Fixture Co., 235 S. Wells St., Chicago, IIl. 
Klee Display Fixture Co., 174-78 Atlantic Ave., 
Rochester, N. Y. 

Hugh Lyons & Co., Lansing, Mich 

McKENNA-HORIX MFG. CO., 100 Wood St., 
Pittsburgh, Pa. 

Mercantile Display Fixture Co., 212 S. Sharp 
St., Baltimore, Md. 

M. Metzger Co., 3264-3310 W. Lake St., Chi- 
cago, Ill. 

Newman Mfg. Co., 414 Elm St., 


Ohio. 

ONLI-WA FIXTURE CO., St. Paul Ave. and 
Pennsylvania R. R., Dayton, Ohio. 

0, Hi: om tg Fixture Co., 34-37 Broome St., 
New York City. 

Oriental Dleplar Fixture Co., 251 Messerole 
St., Brooklyn, N. Y. 

oe rag Corp., 30 Irving Place., New 

ork 

I. PALMNBERG’S SONS, 1412 Broadway at 
39th St., New York. 

cs Pollinger, 416 Victoria Bldg., St. Louis, 


Rochester Display Fixture Works, 654 South 

PE See Rochester, N. Y. 

Rosenbaum, 704 S. Sth St., Philadelphia, Pa. 
Scent & Sons, 933 Arch St., Philadelphia, Pa 
Show Window Equipment. Co., Little Bldg., 

Boston, Mass. 

Nathan M. Stone Co., 2000 M. Major Ave., Chi- 
cago, Ill. ! 

C. H. Streett Mfg. Co., 25 Main St., S. E., Min- 
neapolis, Minn. 


Cleve- 


1350 Broadway, New 


Cincinnati, 
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Wm. Strauss, 416 Arch St., Philadelphia, Pa. 

Sylvan Specialty Shop, 552-554 W.- Lake St., 
Chicago, Ill. 

J Ry TIMBERLAKE & SONS, 120-24 E. Wash. 

, Jackson, Mich. 

unites Display Fixture Co., 3254 Ravenswood 
Ave., Chicago, Ill. 

J. B. Williams, 1146 Broadway, New York City. 

D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Cal. 

The Worsham Co., Decatur, III. 


DISPLAY FIXTURES—WOOD 


Acme Window Fixture Service, 1038 W. Van 
Buren St., Chicago, Il. 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 
Advert Art on Works, 251 W. 42nd 
New York City 
annow MFG. CO., tivo Adams St., Hoboken, 


N. J. 
ART FIXTURE MFG. CO., St. Louis, Mo. 
Art Products Mfg. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 
Brager Bros., 22 W. 24th St., New York City. 
ine Decorating Co., 319-27 W. Van Buren 
Chicago, Ill. 


paclexd ee Co., 1292 W. 4th St., Cleve- 
land, 
Cincinnati , = Case & Display Fixture 


Works, 232--40 Main St., 

Craft Studios, Third Nat. 
London, Ohio. 

Curtis Leger Fixture Co., 235 Jackson Blvd., 
Chicago, ? 

SAMUEL C. DUTCH & SON, 35 N. Division 
St., Buffalo, N. Y. 

Earle Display Fixture Co., 212 E. 9th St., New 

York City. 

Fleece Bros. Co.,8-10 Graham Bldg., Memphis, 
Tenn. 

Frankel Display Fixture Co., 493 7th Ave., New 
York City. 

General poavlay Case Co., 63 Greene St., New 
York Cit 

M. Goldsmith Co., 751 Lafayette Ave., Brooklyn, 


Cincinnati, Ohio. 
Bank Bldg., New 


Kelton "Mfg. Co., 77 Beacon St., Worcester, Mass. 
Klee Display Fixture Co., 174-78 Atlantic Ave., 

Rochester, 

Leominster Novelty Corp., 137 Central St., Leo- 
minster, Mass. 

Hugh Lyons & Co., Lansing, Mich 

McKENNA-HORIX MFG. Cco., 100 Wood St., 
Pittsburgh, Pa. 

ig iy, DISPLAY FIXTURE CO., 212 
S. SharpSt., Baltimore, Md. 

Mexaaalle Wood Display Fixture Co.,, 103-105 

Mott St., New York City. 

Minneapolis Show Case Mfg. Co., 2403-13 River- 
side Ave., Minneapolis, Minn. 
ONLI-WA FIXTURE CO., St. Paul Ave. and 

Pennsylvania R. R., Dayton, Ohio. 
ne Onken Co., 4th and Cutter, Cincinnati, 

io. 

0. K. Display Fixture Co., 34-37 Broome St., 
New York City. 

Oscar Onken Co., 4th & Cutter, Cincinnati, O. 

Oriental Display Fixture Co., 251 Messerole 
St., Brooklyn, N. 

J. R. PALMENBERG’S SONS, 1412 Broadway 
at 39th St., New York City. 

Rochester Display Fixture Works, 654 South 

Ave., Rochester, N. Y. 

ROCKFORD SHOW CASE & FIXTURE CO., 
a Ill. 

A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 
Segall & Sons, 933 Arch St., Philadelphia, Pa. 
Sewah Signs, 219 4th St: Marietta, Ohio. 

Show Window Equipment Co., Little Bldg., 

Boston, Mass. 

Wm. Strauss, 416 Arch St., Philadelphia, Pa. 
P As Stiles & Co., 174 Portland t., Boston, 


C iH. “Street Mfg. Co., 25 Main St., E., Minne- 
apolis, Minn. 

H. = Wade Mfg. Co., Charlotte, N. C. 

D. W. Woodruff & Co., 216-220 Fifth St., San 
Prensa Cal. 

2 oe Williams, 1146 Broadway, New York 


The’ Wendie Co., Decatur, Ill. 


DISPLAY FIXTURES—WROUGHT IRON 


Acme Window Fixture Service, 1038 W. Van 
Buren St., Chicago, ? 

Advert Art Sculpture Works, 251 W. 42nd 

New York City. 

*. 3 Dis gc Fixture Co., 246 W. 38th St., 
New York City. 

Art Fixture Mfg., St. Louis, Mo. 

Art Products Mig. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 

Brager Bros., 22 W. 24th St., New York City. 

Buckeye Fixture Co., 1292 W. 4th St., Cleve- 
land, Ohio. 

Cincinnati Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. - 

urtis Leger Fixture Co., 235 Jacksofi Blvd., 

Chicago, Il. 

ecorative Display Co., 19-21 W. 36th St., New 
fork City. 











DISPLAY CRAFT CO., 1350 Broadway, New 
York City. 

Earle Display Fixture Co., 212 E. 9th St., New 
Buffalo, N. Y. 

Earle Display Fixture Co., 212 E. 9th St., New 
York City. 

Falkenbach Mfg. Co., 429 Whitlock Ave., New 
York City. 

ee . cee Fixture Co.,493 7th Ave., New 

it 

M. Goldsntth Co., 751 Lafayette Ave., Brook- 
lyn, N. Y. 

Hecht Fixture Co., 235 S. Wells St., Chicago, Ill. 

Hugh Lyons & Co., Lansing, Mich. 

McKenna-Horix Mfg. Co., 100 Wood St., Pitts- 
burgh, Pa. 

Oriental Display Fixture Co., 251 Messerole St., 
Brooklyn, N. Y. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City 

Peerless Light Co., 663. 71 W. Washington Blvd., 
Chicago, Ill. 

A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 

Segall & Sons, 933 Arch St., Philadelphia, Pa. 

Show Window Equipment. Co., Little Bldg., 
Boston, Mass. 

J._B. Timberlake & Sons, 120-24 E. Wash. St., 
Jackson, Mich. 

D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Cal. 


DISPLAY FIXTURES—VELVET COVERED 
C. Weinstein, 30 East 14th St., New York 
City. 
DISPLAY FORMS 


American Marvelle Co., Federal & Water Sts., 
Saginaw, Mich. 
Anglo Display Fixture Co., 246 W. 
New York City. 
Art Fixture Mfg. Co., St. Louis, Mo. 
a Decorating Co., 319-27 W. Van Buren 
Chicago, IIl. 
Sees Bros., 22 W. 24th St. -- New York City. 
eT a — Co., 1292 W. 4th St., Cleve- 
an 
Clas _ Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 
Curtis Leger Fixture Co., 235 Jackson Blvd., 
Chicago, III. 
Display Craft Co., 1350 Broadway, New York 


SAMUEL C. DUTCH & SON, 35 N. Division 
St., Buffalo, ; ae F 

Earle Display Fixture Co., 212 E. 9th St., New 
York City. 

Frankel Display Fixture Co., 493 7th Ave., New 
York City. 

™, —— Co., 751 Lafayette Ave., Brook- 
yn, N. 

Hecht Fixture Co., 235 S. Wells St., Chicago, Ill. 

Klee Display Fixture Co., 174-78 Atlantic Ave., 

Rochester, N 
Hugh Lyons & Co., Lansing, Mich. 
McKenna-Horix Mfg. Co., 100 Wood St., 


burgh, Pa. 

MANNEQUINS SIEGEL, Paris, 303 Fifth Ave., 
New York City. 

Mercantile Display Fixture Co., 212 S. Sharp 

St., Baltimore, s 
Milwaukee Form & Wax Figure Co., 70 W. 

Water St., Milwaukee, Wis. 
O. K. Display Fixture Co., 34-37 Broome St., 
New York City. 
OLD KING COLE, INC., Canton, O. 
ONLI-WA FIXTURE CoO., St. Paul Ave. and 

Pennsylvania R. R., Dayton, Ohio. 

Oriental Display Fixture Co., 251 Messerole 

St., Brooklyn, N. Y. 

p A R. oe ae SONS, 1412 Broadway 
th St., New York City. 

MP Display Fixture Works, 654 South 

ay Rochester, N. Y. 

A. Rosenbaum, 704 S. 4th St., Philadelphia, Pa. 
Segall & Sons, 933 Arch St., Philadelphia, Pa. 
Wm. Strauss, 416 Arch St, Philadelphia, Pa. 

C. H. Streett Mfg. Co., 25 Main St., 
Minneapolis, Minn. 

; Williams, 1146 Broadway, New York 

it 


y. 
D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Cal. 


DISPLAY NOVELTIES 

Act-o-lite Display Mfg. Co., 249 Hennepin Ave., 
Minneapolis, Minn. 

Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City. 

Anglo Display Fixture Co., 246 W. 38th St., 
New York City. 

Bare ag Pha Rag Advertising Display Co., 
20 E. d St., New York City. 

Anion yee Bing 1935 Grand River Ave., 
Detroit, Mich. 

er Art, 3443 S. Hill St., Los Angeles, 
alif 

Beauticraft Import Corp., 23 E. 14th St., New 
York City. 

Binger Advertising Co., 71 W. 23rd St., New 
York City. 

Botanical Decorating Co., 319-27 W. Van Buren 

St., Chicago, Ill. 


38th St., 


Pitts- 


Brager Bros., 22 W. 24th St., New York City. 
Cooper Organization, 23- 28 N. Liberty St., 


Baltimore, Md. 

Craft Studios, Third Nat. Bank Bldg., New 
London, Ohio. : 

en tte Display -Co., 19-21 W. 36th St., New 

ork Cit 

wr Sy Craft Co., 1350 Broadway, New York 
it 

Seasie’ C. Dutch & Son, 35 N. Division St., 
Buffalo, N. Y. 

Earle Display Fixture Co., 212 E. 9th St., New 
York City. 

Eastman Bros. Studios, 160 W. 45th St., New 
York City. 

Frankel Display Fixture Co., 493 7th Ave., 
New York City. 

General Display Case Co., 63 Greene St., New 
York City. 

L. F. Grammes & Sons, Jordan and Union Sts., 
Allentown, Pa. 

S. S. Hershdorfer Displays, 580 E. 
New York City. 

Oriental Display Fixture Co., 251 Messerole St., 
Brooklyn, 

M. Z Pollinger, "416 Victoria Bldg., St. Louis, 


ne B. ‘Timberlake & Sons, 120-24 E. Wash. St., 
Jackson, Mich. 
Trans-Lux Daylight Picture Screen Corp., 247 
Park Ave., New York City. 
a ss Rae Whitney, 34 E. 22nd St., New York 
ity. 
— Service Co., 489 5th Ave., New York 
ity. 
A. Rosenbaum, 704 S. 4th St., Philadelphia, Pa. 
Segall & Sons, 933 Arch St., Philadelphia, Pa. 
Show Window Equipment. Co., Little Bldg., 
Boston, Mass. 
Utility Display Fixture Co., 3254 Ravenswood 
Ave., Chicago, [Il]. 
The Worsham Co., Decatur, Ill. 


169th St., 


DISPLAY RACKS 


American Wire Form Co., 265-73 Grant Ave., 
Jersey City, N. 

Art Fixture Mfg. x. St. Louis, Mo. 

Art Products Mfg. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 

Berger Mfg. Co., Canton, Ohio. 

Brager Bros., 22 W. 24th St., New York City. 

BRUNHOFF MFG. —— Cor. York and Free- 
man, Cincinnati, O. 

Buckeye Fixture Co., 1292 W. 4th St., 
land, Ohio. 

E. O. Bulman Mfg. Co., 1719 Elizabeth Ave., 
Grand Rapids, Mich. 
Cincinnati Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 
Curtis Leger Fixture Co., 235 Jackson Blvd., 
Chicago, Ill. 

Davis Metal Fixture Co., 7615 Brooks St., P. O. 
Box 213, Lansing, Mich. 

— Craft Co., 1350 Broadway, New York 
ity. 

Samuel C. Dutch & Son, 35 N. 
Buffalo, N. Y. 

Fleece Bros. Co., 8-10 Graham Bldg., Memphis, 
Tenn. 

Frankel Display Fixture Co., 493 7th Ave., New 
York City. 

L. F. Grammes & Sons, Jordan and Union Sts., 
Allentown, Pa. ; 

Klee Display Fixture Co., 174-78 Atlantic Ave., 
Rochester, N. Y. 

General Display Case Co., 63 Green St., New 
York City. 

M. Goldsmith Co., 751 Lafayette Ave., Brook- 
lyn, N. 

mt ond & Solomon, 201 W. 25th St., New York 

Hugh eens & Co., Lansing, Mich y 

McKenna-Horix Mfg. Co., 100 Wood St., Pitts- 
burgh, Pa. : 

M. Metzger Co., 3264-3310 W. Lake St., Chi- 
cago, Ill. 

— Mfg. Co., 414 Elm St., 


Onli- Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania R.R., Dayton, Ohio. 

Oriental Display Fixture Co., 251 Messerole St., 
Brooklyn, N. 

Oscar Onken Co., 4th and Cutter, Cincinnati, 
Ohio. 

J. R. Palmenberg’s Son, 1412 Broadway at 39th 
St., New York City. 

Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. 

A. Rosenbaum, 704 S. Sth. St., Philadelphia, Pa. 

Segall & Sons, 933 Arch St., Philadelphia, Pa. 

Show Window Equipment. Co., Little Bldg., 
Boston, Mass. 

Spanjer Bros., 196 Badger Ave., Newark, N. J. 

Sylvan Specialty Shop, 552-554 W. Lake S., 
Chicago, Il. 

J. B. Timberlake & Sons, 120-24 E. Wash. St., 
Jackson, Mich. 

{; B. Williams, 1146 Broadway, New York City. 
W. Woodruff & Co., 216-220 Fifth St., San 
 wecdiices, Cal. 

The Worsham Co., Decatur, III. 


Cleve. 


Division St., 


Cincinnati, 
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DISPLAY SIGNS 
Dealers Sign & Display Corp., 
New York City. 
Sherwood Sign Service, 110 Winthrop St., 
bury, Mass. 


DISPLAY STANDS 
Brager Bros., 22 W. 24th St., New York City. 
Davis Displays, 19 W. 44th ae New York City. 


1400 Broadway, 
Rox- 


— -SMITH CO., 173 Newbury St., Boston, 
ass. 
Cincinnati Show Case & Display Fixture 


232-40 Main St., Cincinnati, Ohio. 

Frankel Display Fixture Co., 493 7th Ave., New 
York City. 

Onli-Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania R. R., Dayton, Ohio. 

or. Onken Co., 4th and Cutter, Cincinnati, 

io. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th 

St., New York City. 


DISPLAY TABLES—REVOLVING 
Brager Bros., 22 W. 24th St., New York City. 
Davis Metal Fixture Co., 615 Brooks St., P. O. 
Box 213, Lansing, Mich. 

Electric Window Salesman Co., 46 Cornhill St., 
Boston, Mass. 

Oriental Display Fixture Co., 
Brooklyn, N. Y. 

Spanjer Bros., 196 Badger Ave., 

The Cincinnati Show Case & D 
Works, 232-40 Main St., 

— H. Smith, 


The Worsham Co., 


251 Messerole St., 


Newark, N. J. 
isplay Fixture 
Cincinnati, O. 
120 Eaton St., Springville, 
Decatur, II]. 


DISPLAY TABLES 


Fleece Bros., 8-10 Graham Bldg., 


Memphis, 
Tenn. 
DRAPERIES 
Acme Drapery Co., 567 3rd Ave., 
Brager Bros., 22 W. 24th St., 
Bryan’s, 423 S. Fourth St., 
Cincinnati Show Case 
232-40 Main St., 


New York City. 

New York City. 
Louisville, Ky. 

& Display Fixture 

Cincinnati, Ohio. 


= - and Decorative Works Cn. 118 E. St. Clair 
Cleveland, 

Crown Curtain Co., 81 Fourth Ave., New York 
ity 

Decorative Display Co., 19-21 W. 36th St., New 
York City. 

Samuel C. Dutch & Son, 35 N. Division St., 
Buffalo, N. Y. 


S. Goldberg Mfg. Co., S. W. Sixth 


Cor. 
Arch St., Philadelphia, Pa. 
=: Bane" a & Co., 2400 Superior Ave., Cleve- 
Hyde Plush Mfg. Co., 36 E. 21st St., New York 
City. 
D. C. Humphrys Co., 909 Filbert St., Phila- 


delphia, Pa. 
310 Lakeside Ave., 


and 
9g 3 KORACH CO., 
W., Cleve'and. O. 
MACLEOD STUDIOS, 2838 Decatur Ave., New 
York City. 
Maharam Textile Co., 107 W. 48th St., New 
York City. 
Mendelsohn’s Textile Corp., 156 W. 45th St., 
New York City. 
A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 
A. Solomon, 1123 Broadway, New York City. 
Windocraft Valance & Drapery Co., 328 Su- 
perior Ave. N.W., Cleveland, Ohio. 
W. Woodruff Co., 216-220 Fifth St.,°-San 
Francisco, Cal. 


DYES 


Paintex Products Corp., 30 Irving Place, New 
York City. 


ELECTRIC FOUNTAINS 
Botanical Decorating Co., 319-27,.W. Van Buren 
St., Chicago, Il. 
Newman Mfg. Co., 


1 Cincinnati, 
Ohio. 


414 Elm St., 


ELECTRIC NOVELTIES 
Chicago Wire Chair Co., 619 N. LaSalle, Chi- 
cago, Ill. 
Dealers Sign & Display Corp., 1400 Broadway, 
New ‘York City. 
Fulper Pottery, Flemington, N. J. 
Manhattan Electrical Suppy Co., 17 Park Place, 


New York City. 
Charles I. Newton, 244 W. 14th St., New York 


City. 

Peerless Light Co., 663-71 W. Washington Blvd., 
Chicago, Ill 

Trans-Lux Daylight Picture Screen Corp., 247 
Park Ave., New York City. 


ELECTRIC WREATHS 


J. B. TIMBERLAKE & SONS, 120-24 E. Wash. 
St., Jackson, Mich. 


ELECTRIC, WREATH RINGS 


J. B. TIMBERLAKE & SONS, 120-24 E. Wash. 
St., Jackson, Mich. 


FABRICS FOR DISPLAY 
Acme Drapery Co., 567 3rd Ave., New York City. 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 
Art Fixture Mfg. Co., St. Louis, Mo. 


Art Products Mfg. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 
Brager Bros., 22 W. 24th St., New York City. 


Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, Il. 

Cincinnati Show Case & Display Fixture 
232-40 Main St., Cincinnati, Ohio. 

Dazian’s, 142 W. 44th St., New York City. 

Decorative Display Co., 19-21 W. 36th St., 
York City. 


Samuel C. Dutch & Son, 35 N. Division St., 


New 


Buffalo, N. Y. 

ae ee Edelman Co., 474 N. 6th St., Philadel- 
phia 

Frankel MBisplay Fixture Co., 493 7th Ave., 
New York City. 

Hecht Fixture Co., 235 S. Wells St., Chicago. Ill. 


Herman Hirsch, 160 Fifth Ave., Mohawk Bldg., 
New York City. 

S. M. Hexter & Gi; 2400 Superior Ave., Cleve- 
land, O. 

Joseph Korack Company, 
N. W., Cleveland, 


310 Lakeside Ave., 


‘ National. Display Fabrics Co.,. 7: AWW: 8ed~ St, 
New -York City. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 


City. 

Hudson & Boas, 5 E. 17th St., New York City. 

HY-SIL MFG. Co., Revere, Mass. 

Klee Display Fixture Co., 174-78 Atlantic Ave., 
Rochester, N. 

MAHARAM TEXTILE Co., 107 W. 48th St., 
New York City. 

Mendelsohn’s Textile Corp., 156 W. 45th St., 
New York City. 

Onli-Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania R.R., Dayton, Ohio. 

Royal Textile Co., 373 4th Ave., New York 

Segall & Sons, 933 Arch St., Philadelphia, Pa. 

Show Window Equipment Co., Little Bldg., 
Boston, Mass. 

A. Solomon, 1123 Broadway, New York City. 

D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Cal. 

7. a Wyle & Bros., 18-20 E. 27th St., New York 
ity. 


FABRIC PAINTS 
Paintex Products Corp., 30 Irving Place. 
York City. 


New 


FIXTURE TUBING 
Mohegan Tube Co., Scott Ave. and Messerole 
St., Brooklyn, N. Y. 


FLAGS 
Annin & Co., 85 5th Ave., 
C. Humphrys Co., 909 Filbert St., 


delphia, ra. 
Weeks-Howe-Emerson Co., 90 Market St., 
New York 


New York City. 
Phila- 


San 
Francisco. Cal 

J. J. Wyle & Bros. ., 18-20 E. 27th St., 
City. 


FLOOD LIGHTS 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 
Brady Mfg. Co., 565 E. Jefferson St., Detroit, 
Mich. 
The Cincinnati Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, O. 
Display Stage Lighting Co., 334 W. 44th St., 
New York City. 


Frederick A. Bohling, 502 W. 44th St., New 
York City. 
Curtis Lighting, 1119 W. Jackson Blvd., Chi- 


cago, Ill. 

Decorative Display Co., 19-21 W. 36th St., 
York City. 

Joseph Korach Company, 310 Lakeside Ave., N. 
W., Cleveland, O. 

Newton, 244 W. 14th St., 


New 


Charles ) New York 
City. 
Onli-Wa Fixture Co., St. Paul Ave. & Penn 
. R., Dayton, O. 
Pittsb rgh Reflector Co.,., 304 Ross St., Pitts- 
burgh, Pa. 


Reflector & Illuminating Co., 1407-1417 Jackson 
Blvd., Chicago, III. 

Rosco Laboratories, 131 Third Place, Brooklyn, 
N. 


Rochester Display Fixture Works, 654 South 
Ave.,Rochester, N. Y. 

H.C: ag & Co., 1227 Venice Blvd., Los An- 
eles, x 

Schack Artificial Flower Co., 134-40 N. Robey 

Chicago, Ill. 

Sun- ay Lighting Products, 119-121 Lafayette 

St., New York City. 


FURNITURE FOR SHOW WINDOWS 
Brager Bros., 22 W. 24th St., New York City. 
Keiton Mfg. Co., 77 Beacon St., Worcester, Mass. 
Klee Display ‘Fixture, Co., 174-178 Atlantic 

Ave., Rochester, N. Y 
MacLEOD STUDIOS, 2838 Decatur Ave., New 

York City. 

Oriental Display Fixture Co., 21 Messerole 
St., Brooklyn, Y¥. 


Oscar Onken Co., 4th and Cutter, Cincinnati, 
io. 
SPANJER-JANES CO., 1160 Chatham Court, 


Chicago, II. 
David Van Blerkom Co., 124 Sth Ave., New 


York City. 
D. W. Woodruff. & Co., 216-220 Fifth St., San 
Francisco, Cal. 
FLOOR BLOCKS 
Adler-Jones Co., 651 S. Wells St., Chicago, III. 


Armstrong Cork Co., Linoleum Division, ° Lan- 
caster, Pa. 

Art-O-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 

Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, Ill. 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill 

Bldg., 


Show Window Equipment Co., 
Boston, Mass. 


GARMENT CABINETS 
Berger Mfg. Co., Canton, Ohio. 
Brager Bros., 22 W. 24th St., New York City. 
Buckeye Fixture Co., 1292 Ww. 4th St., Cleve- 
land, Ohio. 

Cincinnati Show Case & Display Fixture 
Works; 232-40 Main St., Cincinnati, Ohio. 
Kelton Mfg. Co., 77 Beacon St., Worcester, Mass. 

H. M. Wade Mfg. Co., Charlotte, N.S 


GARMENT HANGERS 
Styles Hanger Co., 455 7th Ave., New 
York City. 
Brager Bros., 22 W. 24th St., New York City. 
Buckeye Fixture Co., 1292 W. 4th St., Cleve- 
land, Ohio. 

Cincinnati Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 
Samuel C. Dutch & Son, 35 N. Division St., 

Buffalo, N. Y. 
Fleece Bros. Co., 8-10 Graham Bldg., Memphis, 


enn. 

Frankel Display Fixture Co., 493 7th Ave., 
New York City 

M. Goldsmith De. 751 Lafayette Ave., Brook- 
lyn, N. 

Klee Display Fixture Co., 174-78 Atlantic Ave., 
Rochester, N. Y. 

Onli-Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania .. Dayton, Ohio. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th 


St., New York City. 
Philadelphia, Pa. 


Little 


A. Rosenbaum, 704 S. 5th St., 
Segall & Sons, 933 Arch St., Philadelphia, 
H. A. Stiles & Co., 174 Portland St., Boston, 


Mass. + 
David Van Blerkom Co., 124 5th Ave.. New 
York City. 


GELATINE SHEETS 
CENTRAL IMPORT CO., 1656 S. Central Park 
Ave., Chicago, I'l. 
GELATINE oe CO., 224 Flatbush Ave., 
Brooklyn, N. Y. 
ne Laboratories, 131 Third Place, Brooklyn, 


GLASS FOR DISPLAY USE 


Andres Plate Glass Co., 195 Greenwich St., New 
York City. 
GLASS FRUIT 
Glass Fruit Works, 1621 McGregor St., Wichita 
Falls, Texas. 
GOLD AND SILVER CLOTH ~ 
Samuel Edelman Co., 474 N. 6th St., Phila- 
delphia, Pa. 


GRASS MATS 
Adler-Jones Co., 651 S. Wells St., Chicago, III. 
Samuel Edelman Co., 474 North Sixth St., Phila- 
delphia, Pa. 
Weeks-Howe-Emerson Co., 90 Market St., 
Francisco, Cal. 


LAMP COLORING 
Bea a A. Bohling, 502 W. 44th St., New 
or 


GELATINE Acca” CO., 224 Flatbush 
Ave., Brooklyn, N. Y. 
Reee ip reoretories, 131 3rd Place, 


San 


Brooklyn, 


LETTER PATTERNS 
- S. NAIMARK, 121 E. 23rd St., New York 


LETTERING PENS 


Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, 

Dick Blick, Galesburg, Ill. 3 

Bridgeport Pen Co., 239 John St., Bridgeport, 
Conn. 

Commercial Trading Co., 72 Christopher | St., 


New York City. 
Bert L. Daily 124 'E. 3rd St., Dayton, Ohio. 


Detroit School of Lettering, 155 Stimson Ave., 


Detroit, Mich. 
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ESTERBROOK STEEL PEN CO., 


N. Gi Lintz, 289 Bowery, New York City. 

(C. Howard Hunt Pen Co., Camden, N. J. 

Joseph Mayer & Co., 25 E. 14th St., New York 
Cit 


A. & ‘3B. sigh Co., 633 Smithfield St., 
burg a 

Waitt & Glass, 828% E. Main, Richmond, Va. 

Wallbrunn-Kling & Co., 327 S. Clark St., Chi- 


cago, 


Camden, 


Pitts- 


_ LETTERING BRUSHES 
Becker Sign Supply Co., Baltimore and Front 
Sts.. Baltimore, Md. 
Dick Blick Co., Galesburg, III. 


Commercial Trading Co., 72 Christopher St., 
New York City 
Bert L. Daily, 124 E. 3rd St., Dayton, Ohio. 


Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 
N. Glantz, 289 Bowery, New York City. 


Josep! h Mayer & Co., 25 E. 14th St., New York 
Ci 

oa Pon B _— Co., 633 Smithfield St., Pitts- 
murgh, Pa. 

Waitt & Glass, 828% E. Main St., Richmond, 


Va. 
Wallbrea Kling & Co., 327 S. Clark St., Chi- 


cago, 


LIGHTING FIXTURES—STORE 
andy Co., 565 E. Jefferson St., Detroit, 


Mich. 
Curtis Lighting, 1119 W. Chi- 
cago, Ill. 
gee Mfg. Co., 429 Whitlock Ave., New 
or. it 
HARCOURT-CADLEY Co., 200 Fifth Ave., 
New York City. 
Lightolier Co., 569 Broadway, New York City. 
Moran & Hastings Mfg. Co., 567 N. Lake St., 
Chicago, Ill. 
H. C. Ross & Co., 1227 Venice Blvd., Los An- 


geles. Cal. 
18-20 E. 27th St., New 


J. J. Wyle & Bros., 
York City. 

H. S. Whiting Co., 4037 Grand Central Terminal 

Bldg., New York City. 


LITHOGRAPHED DISPLAYS 

Advertising Metal Display Co., 1001 W. 
ington Blvd., Chicago, Il. 

Armstrong Cork Co., Linoleum Div., Lancaster, 


A. 

BREUKER-KESSLER CO., 701 Arch St., Phila- 
delphia, Pa. 

Compton & Sons Lithographing & Printing Co., 
200-204 Locust St., St. Louis, Mo. 

Chicago Card Board Co., 664-670 W. Washington 
Blvd., Chicago, III. 

Dealers Sign & Display Corp., 1409 Broadway, ' 
New York City. 

Edwards & Deutsch wing Co., 2320-32 S. Wa- 
bash Ave., Chicago, Ill 

EINSON- FREEMAN "CO., 511-519 E. 72nd St., 
New York City. 

Forbes Lithograph Mfg. Co., P. O. Box 5130, 

Boston, Mass. 


Jackson Blvd., 














Wash- 























Hurlock Bros. Co., 3436-38 Market St., Phila- 
delphia, Pa. 
Karle Lithographic Co., 444 Central Ave., 


Rochester, N. 

.-D. LEWIS CO., 931 1st National Bank Bldg., 
‘Chicago, Ill, 

LUTZ & SHEINKMAN, 2 Duane St., New 


York City. 

mss Lith. Co., 24 W. 40th St., New York 
ty 

oa Nelke—Signs, 45 E. 17th St., New York 
Ity 


OVAL & KOSTER, 700-800 W. Wash. St., Indi- 
“anapolis, Ind. 

Nathan * Stone Co., 2000 M. Major Ave., Chi- 
cago, 

pahonne Litho. Co., 350 Broadway, New York 


MACHINES—CUTTING 

Pas Motorcraft Co., 28 N. Clinton St., Chicago, 
offman Type & Engraving Co.,,114 E. 13th 
St. New York City. 

nternational Register Co., 13 S. Throop St., 
|, “hicago, Til 


. & B. Smith Co., 633 Smithfield St., 


Pitts- 
gee Pa. 


MAT BOARD 

Becker Sign. Supply Co., Baltimore and Front 
ts., Baltimore, Md. 

hicago Cardboard Co., 664-670 W. Washington 
Bivd., Chicago, Ill. 

Bert Ee ’ Daily, 124 E. 3rd St., Dayton, Ohio. 

- Glantz, 289 Bowery, New York City. 

Hurlock Bros. Co., 3436-38 Market St. Phila- 
deiphia, Pa. 

hee Mayer & Co.,-25 E. 14th St., New York 


A. & *B. Smith Co., 633 Smithfield St., 
burgh, Pa. 





Pitts- 








Union Fibre Co., Winona, Minn. 
Wallbrunn-Kling & Co., 327 S. Clark St., 
cago, Ill. 


MECHANICAL DISPLAYS 

Act-o-lite Display Mfg. Co., 249 Hennepin Ave., 
Minneapolis, Minn. 

Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City. 

Automatic Movie Display Corp., 130 W. 46th 
St., New York City. 

Brunhoff Mfg. Co., Cor. York & Freeman, Cin- 


cinnati 
KRAMER, 5252 W. Kinzie St., 


ae 

FRANCIS wW. 
Chicago. Ill. 

GERAGHTY ADVERTISING SERVICE, 463- 
465 W. Chicago Ave., Chicago, Ill. 

Ivel Displays, 244 W. 49th St., New York City. 

Spanjer Bros., 196 Badger Ave., Newark, N. J. 

E. C. Thiel & Co., 3733 N. Clark St., Chicago, Iil. 

Time-Ad Corp., 67 W. 44th St., New York City. 

Trans-Lux Daylight Picture Screen Corp.; 247 
Park Ave., New York City. 

The Worsham Co., Decatur, Ill. 


MECHANICAL MECHANISM 
Automatic Movie Display Corp., 130 W. 
St., New York City. 
The Brunhoff Mfg. Co., Cor. York & Freeman, 
Cincinnati. O. 


MECHANICAL FIGURES 
F. S. Herrmann, 7223-5 State Rd., Tacony, 
delphia, Pa 


METALIC FOILS 
Paintex Products Corp., 30 Irving Place, 
York City. 


Chi- 


46th 


Phila- 


New 


MIRRORS 
Art Fixture Mfg. Co., St. Louis, Mo. 
Arts Products Mfg. Co., 4th Floor, Lafayette 
Bldg.. Detroit, Mich. 
Brager Bros.. 22 W. 24th St., New York Citv. 
Chicago Wire Chair Co., 619 N. La Salle, Chi- 


cago, 
Cincinnati Show Case & Display - Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 


Frankel Display Fixture Co., 493 7th Ave., 
York City. 

Hugh Lyons & Co., Lansing, Mich. 

A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 

Segall & Sons, 933 Arch St., Philadelphia, Pa. 

Nathan M. Stone Co., 2000 M- Major Ave., Chi- 


New 


cago, Ill 

a Van Blerkom Co., 124 5th Ave., New 
York City. 

Buckeve Fixture Co., 1292 W. 4th St., Cleveland, 


0. 

Onli-Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania R.R.. Dayton, Ohio. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St.. New York City. 


MODEL DISPLAYS 
American — Co., Federal and Water Sts., 


Saginaw, 
Art-O-Craft Scaled, 1935 Grand River Ave., 
Detroit, Mich. 


Ivel Displays, 244 W. 49th St., New York City. 
Martin Jenter, Artcrafts, Mt. Vernon, mY. 
New York Display Service, 101 W. 46th St., 
New York Citv. 
Trans-Lux Daylight Picture Screen Corp., 
Park Ave., New York City. 


MOTION DISPLAYS 
Act-o-lite Display Mfg. Co., 249 Hennepin Ave., 
Minneapolis, Minn. 
Animated Products Corp., 19 W. 27th St., 


York City. 

Art-O-Craft Studios, 1935 Grand River 
Detroit, Mich. 

Automatic Movie Display Corp., 130 W. 46th 
St., New York City. 

Binger Advertising Co., 71 W. 23rd St., New 


York City. 
David A. Coleman Co., 110 Locust St., St. Louis, 


Mo. 
Davis Bulletin Co., 12-16 Lock St., Buffalo. N. Y. 
GERAGHTY ADVERTISING SERVICE, 463- 
465 W. Chicago Ave., Chicago, IIl. 
Trans-Lux Daylight Picture Screen Corp., 247 
Park Ave., New York City. 
Martin Jenter, Artcrafts, Mt. Vernon, N. Y. 
Show Window Equipment Co., Little Bldg., 
Boston, Mass. 
Spanjer Bros., 196 Badger Ave., Newark, N. J. 
Time-Ad Corp., 67 W. 44th St., New York City. 


MOVING PICTURE DISPLAYS 

Act-o-lite Display Mfg. Co., 249 Hennepin Ave., 
Minneapolis, Minn. 

Automatic Movie Display Corp., 130 W 4th St., 
New York City. 

ee Co., 249 W. 34th St., New York 

t 

Whitelev- Broady Studios, 244 W. 49th St., New 

York Citv. 


NATURAL PREPARED FOLIAGE 
A. & K. PLANT PRESERVE CoO., 123-25 
20th St., New York City. 


247 


New 


Ave., 


w. 


Adler-Jones Co., 651 S. Wells St., Chicago, III. 

Artistic Plant Preserving Co., 2125 Bush St., 
San Francisco, Cal. 

Samuel Edelman Ca., 474 N. 6th St., Philadel- 
phia, Pa. 

Frank Netchert, 67 Barclay St., New York City. 
Cae & Co., 227 W. Austin Ave., Chicago, 
“l : 


ORNAMENTS—COMPOSITION 
Advertisers Art Sculpti:re Works, 251 W. 42nd 
St., New York City. 


Beauticraft Import Corp., 23 E. 14th St., New 
York City. 

Boston Sculpture Co., 80 Boylston St., Boston, 
Mass. 


Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, II]. 

Craft Studios, Third National Bank Bldg., New 
London, O. 

ey Mfg. Co., Cincinnati, 


Rapaport Bros., 701 W. Ohio St., Chicago, III. 

— Art Mfg. Co., 1035 Orleans St., Chi- 
cago, Ill. 

D. W. "Woodruff & Co., 216-220 Fifth St., 
Francisco, Cal. 


ORNAMENTS—PAPIER MACHE 
Bae ig = Art Sculpture | Works, 251 W. 42nd 
New York City. 
Associated Art, 3443 S. Hill St., 
Cali 
A. J. ANKELE MFG. CO., 2830 Lincoln Ave., 
Chicago, Ill, 


414 Elm St., 


San 


Los Angeles, 


Beauticraft Import Corp., 23 E. 14th St., New 
York City 

Decorative Dicoley Co., 19-21 W. 36th St., New 
York Citv. 

Old King Cole, Inc., Canton, O. 

D. W. Woodruff & Co., 216. "220 Fifth St., San 
Francisco, Cal. 

ORNAMENTS—WOOD 

Craft Studios, Third Nat. Bank Bldg., New 

London, 


J. Hartwig Co. , 28 Pellington Place, Brooklyn, 
N. 


Oriental Display Fixture Co., 251 Meserole St., 
Brooklyn, N. Y. 


D. W. Woodruff & Co., 216-220 Fifth St., San 
Francisco, Cal. 
_ OUTDOOR ADVERTISING 
L. D.’ NELKE-—SIGNS, 45 E. 17th St., New 


York City. 


PAPIER MACHE DECORATIONS 
Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City. 
Alen Decorators, 1465 
geles, Cal. : 
American Sculpture Advertising Display Co., 
20 E. 42nd St., New York City. 
A. J. ANKELE ‘MFG. CO., 2836 Lincoln Ave., 
Chicago, Ill. 
Art-O-Craft Studios, 


Sunset Blvd., Los An- 


1935 Grand River Ave., 


Detroit. Mich. 
Associated Art, 3443 S. Hill St., Los Angeles, 
Calif. 
Brager Bros., 22 W. 24th St., New York City. 
Decorative Display Co., 19-21 W. 36th St., New 


York City. 
J. Hartwig Co., 28 Pellington Place, Brooklyn, 
N. Y 


F. S. Hermann, 7223-35 State Rd., Tacony, Phila- 
delphia, Pa. 

OLD KING COLE, INC., Canton, O. 

PRRs Palmenberg’s Sons, 1412 Broadway: at 39th 
St., New York City. 


Show Window Equipment Co., Little Bldg., 
Boston, Mass. 
Volland Scenic Studios, 3737 Cass Ave., St. 


Louis, Mo. 
D. W. Woodruff & Co., 
Francisco, Cal. 


PAPIER MACHE FIGURES 
American Marvelle Co., Federal & Water Sts., 
Saginaw, Mich. 


PARADE DECORATORS 

Advertisers Art Sculpture Works, 251 W. 
St., New York City. 

American Sculpture Advertising Display Co., 
20 E. 42nd St., New York City 

Annin & Co.. 85 5th Ave., New York City. 

Art-O-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 

Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, Il. 


216-220 Fifth St., San 


42nd 


Eastman Bros. Studios, 160 W. 45th St., New 
York City. 
F. S. Hermann, 7223-35 State Rd., Tacony, 


Philadenhia, Pa. 

HY-SIL MFG. CO., Revere, Mass. 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, III. 

Schroeder Artificial Flower Mfg. & Decorating 
Co., 3341-43 Superior Ave., Cleveland, O. 

Volland Scenic Studios, 3737 Cass Ave., St. 
Louis, Mo. 
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PENNANTS 
Annin & Co., 85 5th ~ New York City. 
—- Art Studios, 107 S. 4th St., Louisville, 


HARMONY ART & NOVELTY CO., 155 
Wooster St., New York City. 


Joseph Korach Company, 310 . Soe Ave., 
N. W., Cleveland, O. 
Weeks-Howe-Emerson Co., 90 Market St., San 


Francisco, Cal. 


: PHOTO ENLARGEMENTS 
American Colortype Co., 1511 Roscoe St., Chi- 
cago, Ill. 
J — Co., 28 Pellington Place, Brooklyn, 


Twin Arts Studios, 1225 Broadway, New York 


ity. 
Whiteley-Broady Studios, 244 W. 49th St., 
York City. 


PHOTOS FOR WINDOW DISPLAY 
Apeda Studios, 212 W. 48th St., New York City. 
Underwood & Underwood, 242 W. 55th St., New 

York City. 


New 


PLAQUES 

Adler-Jones Co., 651 S. Wells St., 

Advertisers Art Sculpture Works, 251 
St., New York City. 

American Sculpture Advertising Display Co., 
20 E. 42nd St., New York City. 

Art Guild, 250 W. 54th St., New York City. 

Associated Art, 3443 S. Hill St., Los Angeles, 
ali 

Boston Sculpture Co., 80 Boylston St., 
Mass. 

Botanical Decorating Co., 319-27 Van Buren St., 


Chicago, Ill. 
Craft Studios, Third Nat. Bank Bldg., New 
London, O. 
— Art Studios, 107 S. 4th St., Louisville, 
S. S. fae Displays, 580 E. 169th St., New 


York City. 
Kinnear Artcrafts, 19 E. 15th St., New York City. 
Robey 


Schack Artificial Flower Co., 134-40 N. 
Marietta, Ohio. 


St., Chicago, Ill. 
Sewah Signs, 219 4th St., 

Silvestri Art Mfg. Co., 1035 Orleans St., Chi- 
cago, Ill. 


PLASTIC MATERIALS 


Chicago, Ill. 
W. 42nd 


Boston, 


ye ser Sculpture Co., 80 Boylston St., Boston, 
ass. 
Commercia! Trading Co., 72 Christopher St., 


New York City. 
Craftex Co., 37-39 Antwerp St., Brighton, Mass. 
INDIANA INDESTRUCTIBLE PAINT CO., 
1247 Belmont Ave., Chicago, III. 
Old King Cole, Inc., Canton, O. 


PLUSHES 
Adler-Jones Co., 651 S. Wells St., Chicago, Ill. 
Cleveland Decorative Works Co., 118 E. St. Clair 
Ave., Cleveland, O. 
Dazian’s, 142 W. 44th St., New York City. 
SAMUEL C. DUTCH & SON, 35 N. Division 
St., Buffalo, N. Y. 
Frankel Display Fixture Co., 493 7th Ave., New 
York City. 
Samuel Edelman Co., 474 North Sixth St., Phila- 


delphia, Pa. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 


ity 
Oscar. epee Co., 4th and Cutter, Cincinnati, 


Joseph "Korach Company, 310 Lakeside Ave., 
N. 


Cleveland, 


Raed Textile Co., 107 W. 48th St., New 
York City. 
Mendelsohn’s Textile Corp., 156 W. 45th St., 


New York City. 

National Display Fabrics Co., 7 W. 3rd St., 
New York City. 

5. Pabacahune’ s Sons, 1412 Broadway at 39th 
St., New York City. 

Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. Y. 

—— Textile Co., 373 Fourth Ave., New York 


Cit 

Schack Artificial Flower Co., 134-40 N. Robey 
St., Chicago, Ill. 

A. Solomon, 1123 Broadway, New York City. 


POSTERS 
American Colortype on 1151 Roscoe St., Chi- 
cago, 


Art-O-Craft Studios, 1935 Grand River Ave., 
Detroit, Mich. 

Binger Advertising Co., 71 W. 23rd St., New 
York City. 

gg A. Coleman Co., 110 Locust St., St. Louis, 

Calsaratt Display Service, 2537 S. Crawford 
Ave., Chicago, q 

Cooper Organization, 23-25 N. Liberty St., 


Baltimore, Md. 

Compton & Sons pMbcernahing “ad Printing Co., 
200-214 Locust St., St. Louis, 

as “ag Bulletin Co. -» 12-16 lack. ‘Bes, Buffalo, 


we“ ariaae Studio, 804 9th Ave., New York 
‘ ; 


ty. 
—— & cengyy 3 Litho. Co., 2320 S. Wabash 
Chicago, 
EINSON FREEMAN CO., 511-519 E. 72nd St., 
New York Citk 
Forbes Lithograph Mfg. Co., P. O. Box 5130, 
Boston, Mass. 
Gose Art Studios, 107 S. 4th St., 


Fi 
Ivel Displays, 244 W. 49th St., New York City. 
LUTZ & SHEINKMAN, 2 Duane St., New 
York City. 
Morgan Silk Co., 24 W. 40th St., New York City. 
Martin Jenter, Artcrafts, Mt. Vernon, N. Y. 
New York Display Service, 101 W. 46th St., 


New York City. 
Oval & Koster, 700-800 W. Washington St., 
New 


Louisville, 


Indianapolis, Ind. 
Phebe Rae Whitney, 34 East 22nd St., 


York City. 

—. Art Works, 42 Ross St., 

Show Window Equipment Co., Little Bldg., 
Boston, Mass. 


ba Co., John & Main Sts., Bound Brook, 
aN. . 


Brooklyn, 


POSTER FRAMES 
Baum’s Metal Specialties, 1523 Wyandotte St., 
Kansas City, Mo. 


PRICE CARD HOLDERS 
ee CO., 173 Newbury St., Boston, 
ass. 
Frankel Display Fixture Co., 493 7th Ave., New 
York City. 
M. — Feilinber, 416 Victoria Bldg., St. Louis, 
oO. 


PRESERVED & TRANSPARENT FOLIAGE 
= H. DUX CO., P. O. Box 1208, Jacksonville, 
a. 


PRICE TICKETS PAPER & CELLULOID 
———- CO., 173 Newbury St., Boston, 
ass. 
Binger Advertising Co., 71 W. 23rd St., New 
York City. 
Cooper Organization, 23-25 N. Liberty St., 
Baltimore, Md. 
Edwards & Deutsch Litho. Co., 2320 S. Wabash 
+ es Chicago, Ill 
Glantz, 289 Bowery, New York City 
a te Type & qe ciated Co., 114 E. 3th St, 


New York City 
Hurlock Bros. Co. 3436-38 Market St., Philadel- 
phia, Pa. 


Ivel Displays, 244 W. 49th St., 

A. Rosenbaum, 704 S. 5th St., 

Showcarder, 2324 University 
Minn. 

Show Window Equipment Co., 
Boston, Mass. 

Utility Display Fixture Co., 3254 Ravenswood 
Ave., Chicago, 


READY-TO-LETTER SHOW CARDS 
Lackner Co., 21 W. Pearl St., Cincinnati, O. 


REFINISHING METAL FIXTURES 
Cincinnati Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, Ohio. 
McKenna- pga Mfg. Co., 100 Wood St., Pitts- 

burgh, 
Moran & Cenitices Mfg. Co., 567 W. Lake St., 


Chicago, Ill. 
Newman Mfg. Co., 414 Elm St., 
Ohio. 
Posenger Studio, 2436 W. 3rd St., Dayton, Ohio. 
J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 


REFINISHING WAX FIGURES 


J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 


REFINISHING WOOD FIXTURES 


OF. Fixtures Co., 34-37 Broome St., New ork 
city. 
Posenger Studio, 2436 W. 3rd St., Dayton, ©. 


REFLECTORS—SHOW CASE 


Frederick A. Bohling, 502 W. 44th St., 
York City. 

Curtis Lighting, 1119 W. Jackson Blvd., Chi- 
cago, Ill. 

Detroit Show Case Co., 1652-1694 W. Fort St., 
Detroit, Mich. 

Frink Co. 239 10th Ave., New York City. 

Peerless Light Co., 663-71 W. Washington Blvd., 
Chicago, Ill. 

Reflector & Illuminating Co., 1407-1417 Jackson 
Blvd., Chicago, Ill. 

Piceeree Reflector Co., 304 Ross St., 
burgh, 

. ine & Co., 1227 Venice Blvd., Los An- 
geles, Cal. 


REFLECTORS—WINDOW 
Frederick A. Bohling, 502 W. 44th St., New 
York City. 


New York City. 
’Philadel hia, Pa. 
Ave., St. Paul, 


Little Bldg., 


Cincinnati, 


New 


Pitts- 


Curtis cr radon 1119 W. Jackson Blvd., Chi. 


., 239 10th Ave., New York City. 

MALTBY REFLECTOR COMPANY, 225 Fifth 
Ave., New York City. 

Moran. & Hastings Mfg. Co., 567 W. Lake St., 
Chicago, Il. 

Peerless Light Co., 663-71 W. Washington Blvd, 
Chicago, II. 

Pittsburgh Reflector Co., 304 Ross St., Pitts. 
burgh, Pa. 

Reflector & Illuminating Co., 1407-1417 Jackson 
Blvd., Chicago, III. 

H. C. Ross & Co., 1227 Venice Blvd., Los An. 
geles, Cal. 

— Artificial Flower Co., 134-40 N. Robey 


t., Chicago, I1l. 
SUN-RAY LIGHTING PRODUCTS, 


119-121 

Lafayette St., New York City. 
SCENERY-THEATRICAL 
Enkeboll Art Co., 5313-17 N. 27th St., Omaha, 
Neb. 

SCHOOLS—ART 

ey Art Co., 5313-17 N. 27th St., Omaha, 

eb. 


SCHOOLS—CARD WRITING 
Detroit School of Lettering}, 155 Stimson Ave., 
Detroit, Mich. 
Koester School, 314 S. Frasifghin St., Chicago, 
Ill setae 


Washington Show Card School, 1117 15th St., 
Washington, D. C 


SCHOOLS—WINDOW DECORATING 
nx tg School, 314 S. Franklin St., Chicago, 


SCREEN PROCESS DISPLAYS 
Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City. : 
Artab Studios, 242 W. 55th St., New York City. 
The Art Guild, 250 W. 54th St., New York City. 
Automatic Movie Display Corp., 130 W. 46th 
St., New York City. 

Binger Advertising Co., 71 W. 23rd St., New 
York City. 

Brunhoff Mfg. Co., Cor. York & Freeman, Cin- 


cinnati, O. 
~— A. Coleman Co., 110 Locust St., St. Louis, 


oO. 
Colorcraft Display Service, 2537 S. Crawford 

Ave., Chicago, Ill. 
12-16 Lock St., Buffalo, 


we ka Bulletin Co., 
Dealers Sign & pe. Corp., 1400 Broadway, 


New York Cit 
— Statin, 804 9th Ave., New York 
ity 
Eastman Bros. Studios, 160 W. 45th St., New 
York City. 


Ivel Displays, 244 W. 49th St., New York City. 
Premier Art Works, 42 Ross St., Brooklyn, 


N. Y. 
A. & B. Smith Co., 633 Smithfield St., 
burgh, Pa. 
1935 Grand River Ave. 


Art-O-Craft Studios, 
Detroit, Mich. 


SCROLL CUTTERS 


Bates Motorcraft Co., 28 N. Clinton St., Chi- 
cago, Ill. 

International Register Co., 13 S. Throop St., 
Chicago, III. 
& B. Smith Co., 633 Smithfield St., 
burgh, Pa. 


SHOW CARD COLORS 


Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, Md. 

Dick Blick Co., Galesburg, III. 

Commercial Trading Ca.,° 72 ‘Christopher Sb; 
New York City. 

Bert L. Daily, 124 E. 3rd St., Dayton, Ohio. 

Detroit School of Lettering, 155 Stimson Ave., 
ssi Mich. 
Glantz, 289 Bowery, nee York City. 

Toseph Mayer & Co., 25 E. 14th St., Nie York 


Paaathe Air Brush Co., 1909 Diversey Parkway, 
Chicago, Ill. 


Pitts- 


Pitts- 


aS > B. a Co., 633 Smithfield St., Pitts: 
urgh, 
Waitt & Class, 82814 E. Main St., Richmond, 


Va. : 

Wallbrunn-Kling & Co., 327 S. Clark St., Chi 
cago, 

J. Willer Chemical Co., 3475 3rd, Ave., New 
York City. 

Wold Air Brush Mfg. Co.,' ays. N. California 
Ave., Chicago, Il. 


SHOW CARDS’: 


Binger Advertising Co., 71 W. 23rd St., New 
York City. 

Chicago Card Board Co., 664-670 W. Washington 
Blvd., Chicago, Ill. 


Compton & Sons Lithographing & Printing Co. 


200-204 Locust St., St. uis. 
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Edwards & Deutsch Mee Co., 2320-32 S. Wa- 
bash Ave., Chicago 


Ill. 
EINSON Pa en AN. CO., 511-519 E. 72nd St., 
New York City. 
Forbes Lithograph Mfg. Co., P. O. Box 5130, 
Boston, Mass. 
Gereke- yy nag Co., 1701-1713 Chouteau 
Ave., St uis, Mo. : 
Hurlock “ Co., 3436-38 Market St., Phila- 
delphia, Pa. 

Ivel Displays, 244 W. 49th St., New York City. 

Karle Lithographic Co., 444 Central Ave., 
Rochester, N. Y. 

Lackner Co., 21 W. Pearl St., Cincinnati, O. 

LUTZ & SHEINKMAN, 2 Duane St. -» New York 
ity 

Kae Art Works, 42 Ross St., Brooklyn, 
N. 

Seabo: ard Litho. Co., 350 Broadway, New York 


Rox- 
Pitts- 


Cit 

Sherw ood Sign Service, 110 Winthrop St., 
bury, Mass. 

A. & B. Smith Co., 633 Smithfield St., 


burgh, Pa. 
paren Che! John & Main Sts., Bound Brook, 
Ti 


SHOW CARD SERVICE 
Binger Advertising Co., 71 W. 23rd St., 


York City. 
Premier Art Works, 42 Ross St., 
N 


New 
Brooklyn, 
110 Winthrop St., 


Sherwood Sign Service, 
Roxbury, Mass. 


SHOW CARD SUPPLIES i 
Becker Sign Supply Co., Baltimore and Front 
Sts., Batimore, 
Dick Blick Co., Galesburg, Ill. 
Commercial Trading Co., 72 Christopher St., 
New York City. 
Bert L. Daily, 124 E. 3rd St., Dayton, Ohio. 
Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 
ESTERBROOK STEEL PEN CO.,; 


N. J. 

“wen Mayer & Co., 25 E. 14th St., 
Cit 

A. & '.. ae Co., 633 Smithfield St., 


burg 
Waitt * Gisss, 828%, E. Main St., Richmond, 
Va. 


Camden, 
New York 
Pitts- 


SHOW CASES 
American Show Case & Mfg. 
River Ave., Detroit, Mich. 
Art Products Mfg. Co., 4th Floor, Lafayette 
Bldg., Detroit, Mich. 
Berger Mfg. Co., Canton, Ohio. 
Brunhoff Mfg. Co., Cor. York & Freeman, Cin- 
cinnati, O. 
The Cincinnati Show Care & Display Fixture 
Works, 232-40 Main St., Cincinnati, O. 
Cleveland Store: Fixture Co., 4020 Hamilton 
Ave., Cleveland, Ohio 
Detroit Show Case &. "1652-1694 W. Fort St., 
Detroit, Mich. 
General Display Case Co., 63 Greene St., New 
York City. 
Minneapolis Show Case ge Co., 2403-13 River- 
side Ave., Minneapolis, Min 
ROCKFORD SHOW CASE & "FIXTURE co., 
Rockford, Ill. 
H. M. Wade Mfg. Co., Charlotte, N. C. 


SHOW CARD OUTFITS : 
Papier Material Co., 191 Pearl St., New York 
ity. 
NATIONAL SIGN STENCIL nt 1602 Uni- 
versity Ave., St. Paul, Min 
nowcane=? 2324 University Ave., St. Paul, 
inn. 


SHOW CARD PRINTING OUTFITS 
Dick Blick Co., Galesburg, Ill. 
isplay Material Co., 191 Pearl St., New York 
ity, 
a he goo a CO., 32-29 46th St., Long 
"Island City, 
HOFFMAN TYPE x ENGRAVING CO., 114 E. 
3th St.. New York City. 


SHOW ba “at a LIGHTING 
urtis Lighting, 1119 . Jackson Blvd., Chi- 
cago, III. 
piers A. Bohling, 502 W. 44th St., New 
ork City. 
he Cineinnatl Show Case & Display Fixture 
Works, 232-40 Main St., Cincinnati, O. 
Display Stage Lighting Co., 334 W. 44th St., 
New York City. 
Frink Co., 239 10th Ave., New York City 
uf ALTBY REFLECTOR COMPANY, 25, Fifth 
Ave., New York City. 
Pittsburgh Reflector Co., 304 Ross St., Pitts- 
urgh, Pa. 
ee & Illuminating Co., 1407-1417 Jackson 
Chicago, Ill. 
C ea & Co., 1227 Venice Blvd., Los An- 
geles, Cal. 
Petack Artificial Flower Co., 134-40 N. Robey 
, Chicago, Ill 


Co., 5235 Grand 


119-121 
New 


SUN-RAY LIGHTING PRODUCTS, 
Lafayette St., New York Ci 
. Wyle & Bros., 18-20 East 27th S., 
"York City. 


SIGNS—CHANGEABLE 

Animated Products Corp., 19 W. 27th St., 
York City. 

Associated Business Builders, 612 E. 83rd St., 
New York City. 

a Movie Display Corp., 130 W. 

New York City. 

Binees Advertising Co., 71 W. 23rd St., 
York City. 

Brager eg -» 22 W. 24th St., 

Davenport-Taylor Mfg. Co., 
Chicago, II. 

a Bulletin Co., 


New 


46th 
New 


New York City. 
412 Orleans St., 

12-16 Lock St., Buffalo, 

General Display Case Co., 63 Greene St., New 
York City. 

H. a Maughlin Co., 953 Factory St., 


Weenie Mfg. Co., 414 Elm St., 
Ohi 


io. 
Sewah Signs, 219 4th St., Marietta, Ohio. 
Show Window Equipment Co., Little Bldg., 
Boston, Mass. 
Specialty Products Co., 833 Courtlandt Ave., 
New York City. 
ve Slide Corp., 209 W. 48th St., New York 


ity. 
E. C. Thiel & Co., 3731-3733 N. Clark St., Chi- 
cago, . . 
Time-Ad Corp., 67 W. 44th St., New York : 
ew 


Vanleer Products Corp., 2. W. 45th St., 
York City. 


SIGNS—DIRECTORY 

Davenport-Taylor Mfg. Co., 412 Orleans St., 
Chicago, Ill. 

H. P. Maughlin Co., 953 Factory St., 


Ohio. 

Newman Mfg. Co., 414 Elm St., 
Ohio. 

Specialty Products Co., 833 Courtlandt 
New York City 

— Slide Core; 209 W. 48th St., New York 


H. rad ‘Ross & Co., 1227 Venice Blvd., 
geles, Cal. 


SIGNS—ELECTRIC 

Animated Products Corp., 19 W. 27th St., 
York City. 

Associated Business Builders, 612 E. 83rd St., 
New York City. 

Automatic Movie Display Corp., 130 W. 46th 
St., New York City. 

Bhunhoff Fm Co., Cor. York & Freeman, Cin- 


cinnati, O 

oe: Bulletin Co., 12-16 Lock St., Buffalo, 
N 

Grant Mfg. Co., 3518 Ellis Ave., Chicago, III. 

Manhattan Electrical aval Ca, 7 Park 

lace, New York Cit 

E. A. Shank Sign fa 25 W. 43rd St., New 
York City. 

Specialty Products Co., 833 Courtlandt Ave., 
New York City. 

Lackner Co., 21 W. Pearl St., Cincinnati, O. 

L. D. Nelke—Signs, 45 E. 17th St., New York 


City. 

Nathan M. Stone Co., 2000 M. Major Ave., Chi- 
cago, Ill. 

Standard Slide Corp., 209 W. 48th St., New 
York City. 

Vanleer — Corp., 2 W. 45th St., New 
York Cit 

Frink Co., 239 10th Ave., New York City. 

H. C. Ross \. Co., 1227 Venice Blvd., Los An- 
geles, Cal 

E. C. Thiel & Co., 3731-3733 N. Clark St., Chi- 
cago, Il. 


Columbus, 


Cincinnati, 


Columbus, 
Cincinnati, 


Ave., 
Los An- 


New 


SIGNS—GLASS 

Animated poe Corp., 19 W. 27th St., New 
York Cit 

BRUNHOFF MFG. CO., Cor York & Freeman, 
Cincinnati, O. 

General Display Case Co., 63 Greene St., New 
York City. 

Lackner Co., 21 W. Pearl St., Cincinnati, O. 

i Nelke—Signs, 45 E. 17th St., New York 
ity. 

H. C. Ross & Co., 1227 Venice Blvd., Los An- 
geles, Cal. 

E. A. Shank Sign Co., 25 W. 43rd St., 
York City. 

Nathan M. ous Co., 2000 M. Major Ave., Chi- 
cago, IIl. 


SIGNS—ILLUMINATED 

Animated Products Corp., 19 W. 27th St., 
York Cit 

Associated Business Builders, 612 E. 83rd St., 
New York City. 

Frederick > Bohling, 502 W. 44th St., New 
York Cit 

BRUNHOFF MFG. CO., Cor. York & Freeman, 


Cincinnati, Ohic 
Davis Bulletin Co., 12-16 Lock St., Buffalo, 


New 


New 


i 0 239 10th Ave., New York City. 


S. &., Hershdorfer, 580 E. 169th St., New York 
y 

Fe ee ore Co., es W. at's St., Cincinnati, O. 
anhattan ectrica uppl Co., 17 Park 
Place, New York Cit ee bs 

= Nelke—Signs, 45 *E. 17th St., New York 

H. C. Ross & Co., 1227, Venice Blvd., Los An- 
geles, Cal. 

E. A. Shank Sign Co., 25 W. 43rd St., New 
York City. 

Specialty Products Co., 833 Courtlandt Ave., 
New York City. 

aay: >t Slide Soon, 209 W. 48th St., New York 


E. rc ‘Thiel & Co., 3731-3733 N. Clark St., Chi- 
cago, Ill. 


SIGNS—BRASS AND BRONZE 
.o Sculpture Co., 80 Boylston St., 
fass. 

Brager Bros., 22 W. 24th St., New York City. 
Baum’s Metal Specialties, 1523 Yyandotte St., 
Kansas City, Mo. 
Cooper Organization, 23-25 N. 

Baltimore, Md. 
Davenport-Taylor Mfg. Co., 412 Orleans Se: 
Chicago, III. 
Frankel Display Fixture Co., 493 7th Ave., New 


York City 
= Ss Hershdorfer, 580 E. 169th St., New York 
Philadelphia, 


Cit 
D. — "ikietaiies: 909 Filbert St., 


eens Horix Mfg. Co., 100 Wood St., 
burgh, Pa. 
ae Nelke—Signs, 45 E. 17th St., 
it 
Melanie Mfg. Co., 
Ohio 


Boston, 


Liberty St., 


Pitts- 
New York 
414 Elm St., 
Sewah ‘Signs, 219 4th St., Marietta, Ohio. 


E. A. Shank Sign Co., 25 W. 43rd St., New York 
City. 


Cincinnati, 


SIGNS—WOOD 
Leominster Novelty Corp., 137 Central St., Leo- 
minster, Mass. 
L. a Nelke—Signs, 45 E. 17th St., New York 
43rd St., 


E. -_ Shank Sign Co., 25 W. 
York City. 

Spanjer Sree. .» 196 Badger Ave., Newark, N. J. 

SPOT LIGHTS 

Ader-Jones Co., 651 S. Wells St., Chicago, Il. 

Frederick A. Bohling, 502 W. 44th St., New 
York City. 

Brady Mig. Co., 565 E. Jefferson St., 
Mich. | 

Curtis Lighting, 1119 W. Jackson Blvd., Chi- 
cago, ; 

The Cincinnati Show Case & Disjlay Fixture 
Works, 232-40 Main St., Cincinnati, O 


New 


Detroit, 


Display Stage Lighting Co., 334 W. 44th St., 
Jeet Korach iii: 310 Lakeside Ave., 
City. 
304 Ross St., Pitts- 
burgh, 
Chicago, III. 
— Artificial Flower Co., 134-40 N. Robey 
STATUARY 
20 E. 42nd St., New York Cit 
“Los Angeles, 
Boston, 
Mass. 


New York City. 
Doty & Scrimgeour Sales Co., 148 Duane St., 
New York City 
MALTBY REFLECTOR COMPANY, 225 Fifth 
Ave., : tab York City. 
Charles I. Newton, 244 W. 14th St., New York 
Onli-Wa Fixture Co., St. Paul Ave. & Penn 
R. R., Dayton, O. 
Pittsburgh Reflector Co., 
Reflector & Illuminating Co., 1407-1417 Jackson 
Bivd., Chicago, IIl. 
Peerless Light Co., 663-71 W. Washington Blvd., 
as - rors & Co., 22 W. Austin Ave., Chicago, 
H. C. Ross & Co., 1227 Venice Blvd., Los An- 
geles, Cal. 
, Chicago, III. 
SUN: "RAY LIGHTING PRODUCTS, 119-121 
Lafayette St., New York City. 
Aeveiere Art Sculpture Works, 251 W. 42nd 
New York City. 
Pe st Sculpture seg fey a Display Co., 
Associated Art, 3443 S. Hill St. 
Calif. 
Boston Sculpture Co., 80 Boylston St., 
Rapaport Bros., 701 W. Ohio St., Chicago, III. 
F. be ie Pa 7223-25 State Rd., Tacony, Phila- 
elphia 


P 
Silvestri ‘Art Mfg. Co., 1035 Orleans St., Chi- 
cago, 


STENCIL CUTTERS 
Becker Sign Supply Co., Baltimore and Front 
Sts., Baltimore, 
Dick Blick Co., Galesburg, Ill. 
ders 2 Mayer & Co., E. 14th St., 
tty. 


New York 
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Paasche Airbrush Co., 1909 Diversey Parkway, 
Chicago, Ill. 

A. & B. - ggg Co., 633 Smithfield St., Pitts- 
burgh, Pa. 

Wold Air Brush Mfg. Co., 2173 N. California 
Ave., Chicago, IIl. 

International Register Co., 13 S. Throop St., 
Chicago, Ill 


STENCILING OUTFITS 


Showcarder, 2324 University Ave., St. 
inn. 


Paul, 


STORE ARCHITECTS 
Peckman Showcase * Store Fixture Co., 76 
9th St., Brooklyn, N. Y. 
H. M. Wade Mfg. Co., Charlotte, N. C. 


STORE EQUIPMENT 
Show Case & Mfg. Co., 5235 Grand 
Mich. 
4th Floor, 


American 
River Ave., Detroit, 

Art Products Mfg. Co., 
Bldg., Detroit, Mich. 

~Berger Mfg. Co., Canton, Ohio. 

Brager Bros., 22 W. 24th St., New_York City. 

Chicago Wire Chair Co., 619 N. La Salle St., 
Chicago, IIl. 

Frankel Display Fixture Co., 493 7th Ave., New 
York City. 

Kelton Mfg. Co., 77 Beacon St., Worcester. Mass. 
ROCKFORD SHOW CASE & FIXTURE co., 
Rockford, Ill. ; 

Peckman Showcase & Store Fixture Co., 76 
9th St., Brooklyn, N. Y. 

5. k; Palmenberg’ s Sons, 1412 Broadway at 39th 
St., New York City. 

H. M. Wade Mfg. Co., Charlotte, N. C. 


STORE FIXTURES 


American Wire Form Co., 265-73 Grant Ave., 
Jersey City, N. J. 

American Show Case & Mfg. Co., 5235 Grand 
River Ave., Detroit, Mich. 

Arts Products Mfg. Co., 4th Floor, Lafayette 


Lafayette 


Bldg., Detroit, Mich. 

Berger Mfg. Co. Canton. Ohio. 

Buckeye Fixture Co., 1292 W. 4th St., Cleveland, 
a». th 


O. Bulman Co., 1719 Elizabeth Ave., Grand 
ET spide, Mich. 
Cincinnati Show Case 
Works, 232-40 Main St., 
Cleveland Store Fixture Co., 
Ave., Cleveland, 
Davis Metal Fixture Co., 615 Brooks St., 
Box 213, Lansing, Mic h. 
Detroit Show Case Co., 1652-1694 W. Fort St., 
Detroit, Mich. 
Falkenbach Mfg. Co., 429 Whitlock Ave., New 
York City. 


& Display Fixture 
Cincinnati, Ohio. 
4020 Hamilton 


P.O, 


Onli-Wa Fixture Co., St. Paul Ave. & Penn 
R. R., Dayton, Ohio. 
Rochester Display Fixture Works, 654 South 


Ave., Rochester, N. Y. 

ROCKFORD SHOW CASE & FIXTURE CO., 
Rockford, Ill. 

C. H. Streett Mfg. Co., 23 Main St. S.E;; 
Minneapolis, Minn. 

Minneapolis Show Case Mfg Co., 2403-13 River- 
side Ave., Minneapolis, Minn. 

Peckman Showcase & Store Fixture Co., 76 
%h St., Brooklyn, N. Y. 

i - Palmenberg’s Sons, 1412 Broadway at 39th 

, New York City. 
8 3 "Timberlake & Sons, 120-24 E. Wash. St., 


Jackson, Mich. 
H. M. Wade Mfg. Co., Charlotte, N. C. 


STORE FRONTS 
J. W. Coulson& Co., 95-107 W. 


lumbus, 


Detroit Show Case Co., 1652-1694 W. Fort St., 
Detroit, Mich. 

The Kawneer Co. .. Niles, Mich. 

Peckman Showcase & o Fixture Co., 76 
9th St., Brooklyn, N. 

Thorne Hold Fast Metal ‘Wei Co., 279-81 River 


St., Troy, N. Y. 
TAPESTRIES 


EASTMAN BROS. STUDIOS, 160 W. 45th St., 
New York City. 


Spring St., Co- 


Hydol Plush Mix, Co., 36 E. 21st St., New York 
City 

Ma x a pea Co., 107 W. 48th St., New 
York Cit 


A. aes 1123 Broadway, New York City. 


TIME SWITCHES 

Albert & J. M. Anderson Mfg. Co., 289 A St., 
Boston, Mass. 

R. W. CRAMER & CO., 136 Liberty St., New 
York City. 

Eureka Tool & Machine Co., 42 Walnut St., 
Newark, N. 

Northwestern Clock Co., 515 Brown Block, 
Omaha, Nebr. 

Standard Slide Corp., 209 W. 48th St., New 
York City. 


_ Cleveland Decorative Works Co., 


TINSEL. CLOTH ; 
Samuel Edelman Co., 474 N. 6th St., Philadel- 
phia, Pa. 
Dazian’s, 142 W. 44th St., New York City. 
Hydol Plush Mfg. Co., 36 E. 21st St., New York 


TURN TABLES 
ars Fixture Co., 1292 W. 4th St., 
io. 
Cincinnati Show Case 
Works, 232-40 Main St., 
c. a Cowan Co., 55 W. 42nd St.; 
ity 


Cleveland, 


& Display Fixture 
Cincinnati, Ohio. 
New York 


Electric Window Salesmkn Co., 46 Cornhill St.,. 


Boston, Mass. 

Doty & Scrimgeour Sales Co., 148 Duane St., 
New York City. 

Samuel C. ~— & Son, 35 N. Division St., 
Buffalo, N. 

Winfield i, Smith, 120 Eaton St., 
N. 


196 Badger Ave., Newark, N. J. 


VALANCES 
Acme Drapery Co., 567 3rd Ave., New York City. 
Adler-Jones Co., 651 S. Wells St., Chicago, Il. 
eo Decorating Co., 319-27 W. Van Buren 
, Chicago, II. 

Benger Bros., 22 W. 24th St., New York City. 
Bryan’s, Inc., 423 S. Fourth ’St., Louisville, Ky. 
Cincinnati Show Case Display Fixture 

Works, 232-40 Main St., Cincinnati, Ohio. 
118 E. St. Clair 


Springville, 


Spanjer “Bros., 


Ave., Cleveland, O. 
Crown Curtain Co., 81 Fourth Ave., New York 
City 
SAMUEL C. DUTCH & SON, 35 N. Division 
St., Buffalo, N. Y. 





THIS TRADE DIRECTORY 


was compiled from questionnaires sent to 
every known concern: dealing in display 
products, but includes only those concerns 
that filled out the questionnaire and re- 
turned them to us. 


We regret the many omissions of repu- 
table concerns, but this is a matter for which 
we can assume no responsibility. 


We believe, nevertheless, that this trade 
directory constitutes as complete a buying 
guide for display equipment and specialties 
as has ever been published, and is the first 
time such a directory has appeared as an 
integral part of a publication. 


To complete and correct our files the pub- 
lishers solicit your advice as to omissions 
and errors, as we plan to keep this trade 
vot vague up to date and to reprint it period- 
ically 











ov Art Studios, 107 S. 4th St., Louisville, 


as Hartwig Co., 28 Pellington Place, Brooklyn, 


Hecht Fixture Co., 235 S. Wells St., Chicago, Ill. 

Klee Display Fixture Go. 174-78 Atlantic Ave., 

JOSEPH KORACH COMPANY, 310 Lakeside 
Ave., N. W., Cleveland, O. 


Rochester Display Fixture Works, 654 South 
Ave., Rochester, N. Y. 
A. Rosenbaum, 704 S. 5th St., Philadelphia, Pa. 


Schack Artificial Flower Ce. 134-40 N. 
St., Chicago, Ill. 

Segall & Sons, 933 Arch St., Philadephia, Pa. 

Show Window Equipment Co., Little Bldg., 


Boston, Mass. 

Volland Scenic Studios, 3737 Cass Ave., St. 
Louis, Mo. 

Windoweraft Valance & Drapery Co., 328 Su- 
perior Ave. N.W., Cleveland, Ohio. 

Onli-Wa Fixture Co., St. Paul Ave. and Penn- 
sylvania R.R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 


VASES 
Adler-Jones Co., 651 S. Wells St., 


Robey 


Chicago, Ill. 


Advertisers Art Sculpture Works, 251 W. 42nd 
St., New York City 
Boston Sculpture Co... ‘80 Boylston St., Boston, 


Mass. 
Betenee! Decorating Co., 319-27 W. Van Buren 
, Chicago, II1. 
Pie Edelman Co., 474 North Sixth St., Phila- 
delphia, Pa. 
Fulper Pottery, Flemington, N. 


J. 
Frankel Display Fixture Co., 493 7th Ave., New ~ 


York City. 


Eastman Bros. Studios, 160 W. 45th St., New 
York City. 


Goldberg Mfg Co., S. W. Cor. Sixth & Arch 
. Philadelphia, Pa. 


ae ea & Co., 227 W. Austin Ave., Chicago, 


Rochester Display Fixture Works, 

Ave., Rochester, N. poles ale. 
F. S. vg ri 7223- 25 State Rd., Tacony, Phila. 
j ee we a. 

2 almenberg’s sone 1412 Broad 
‘ a New "York ci roadway at 39th 
chac rtificia Floste Co., 134-40 

; Chicago, Tl. S ee 
Silvestri Art Mfg. Co., 1035 Orleans St., Chi- 

cago, Ill. 
VELOURS 

Samuel Edelman Co., 474 North Sixth St., Phila. 
FF onsen Shee 

erman Hirsch, 160 Fifth Ave., M 
New Vor cits, ve. ohawk Bldg., 

azian’s, 142 W. 44th St., New York Cit 
Fe | Plush ee. Co., 36 E. 21st St., New York 
— orac ompan » 310 | ke id 

W., Cleveland, Ohic. oui an 
Mahara Textile Co. 107 W. 48th St., New 
itv 
Mendelsohn’s aoe Corp., 156 W. 45th St., 
Nati 1 Diss is 
Nationa is iy Fabrics Co., 
pt Von ee rics Co., 7 W. 3rd St, 


ge Textile Co. +, 373 Fourth Ave., New York 
A. Fane 1123 Broadway, New York City. 
WALL BOARD 


CORNELL WOOD PRODUCTS co., 
State St., Chicago, Ill. 

Hurlock Bros. Co., 3436-38 Market St., 
delphia, Pa. 

Union Fibre Co., Winona, Minn. 

Upson Co., Lockport, N. Y. 


WAX FIGURES 
ey Art Sculpture Works, 251 W. 42nd 


New York City. 
New York City. 


190 N. 
Phila- 


nome Bros., 22 W. 24th St., 
Curtis Leger Fixture Co., "235 Jackson Blvd., 
Chicago, Ill. 
Frankel Display Fixture Co., 493 7th Ave., New 
Mi B Nee use & W Fi 
ilwaukee Form ax Figure Co., : 
Water St., Milwaukee, Wis. " ies 
A. Rosenbaum, 704 S. Sth St., Philadelphia, Pa. 
J. R. PALMENBERG’S SONS, 1412 Broadway 
at 39th St., New York City. 


WAX FIGURE CLEANERS 
Brager Bros., 22 W. 24th St., New York City. 
C. H.. Streett Mfg. Co., 25 Main St.\8.E.. 
Minneapolis, Minn. 
J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 


WAX FIGURE REPAIRS 
Brager Bros, 22 W. 24th St., New York City. 
J. a aad Co., 28 Pellington Place, Brooklyn, 


Milwaukee Form & Wax Figure Co., 70 W. 
Water St., Milwaukee, Wis. 

C. H. Streett Mfg. Co., 25 Main St. S.E. 
Minneapolis, Minn. 

J. R. Palmenberg’s Sons, 1412 Broadway at 39th 
St., New York City. 


WICKERWARE 
Adler-Jones Co., 651 S. Wells St., Chicago, IIl. 
Botentess Decorating Co., 319-27 W. Van Buren 
,; Chicago, III. 
New 


See seal Co., 19-21 W. 36th St., 
York Cit 
J. oe Co., 28 Pellington Place, Brooklyn, 


WINDOW DISPLAY INSTALLATIONS 


WINDOW DISPLAY INSTALLATION BU- 
REAU, 22 Pickering Bldg., Cincinnati, O. 


WINDOW BACKGROUND SERVICE 
Art-O-Craft Studios, 1935 Grand River Ave. 

Detroit, Mich. 

ae Bodine, 250 W. 54th St., New York 


Cit 
Displayerat Studio, 804 9th Ave., New York 


Cit 
EASTMAN BROS. STUDIOS, 160 W. 45th St. 
New York City. 
Ivel Displays, 244 W. 49th St., New York City. 
MacLEOD STUDIOS, 2838 Decatur Ave., New 
York City. 
Karl Pauli Corp., 454 Broome, New York City. 
Show Window Equipment Co., Little Bldg. 
Boston, Mass. 
Volland Scenic Studios, 3737 Cass Ave., St. 
Louis, Mo. 


WINDOW DISPLAY PHOTOGRAPHS 
WORSINGER WINDOW SERVICE, 110 W. 
40th St., New York City. 


WOOD CARVINGS 
Oriental Display Fixture Co., 251 Meserole St. 


Brooklyn, N. Y. 
Segall & Sons, 933 Arch St., Philadelphia, P2- 
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THE DISPLAY WORLD 
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P Opportuniey xchange 


Men Wanted Positions Wanted For Sale Wanted w Buy 





FOR SALE 
Life-Size Mechanical Elephant 


Electric motor driven; its trunk, 
eyes, ears and tail moves; increase 
your toy sales with this display; low 
price; address 


A. W. COATES, Sales Manager 


THE W. W. MERTZ CO. 
TORRINGTON, CONN. 











WANTED 
Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own ines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will, beheld strictly 
confidential...» 


The National: Decorative Company 
5 Hudson St., Camden, N. J. 


Your Market Place 


This Opportunity Exchange is the 
display field’s concentrated digest of 
wants of all kinds. You can use it 
to advantage at the very low cost of 
$1.50 per single column inch, cash 
with order. 


HERE’S WHAT IT WILL DO 


Get a position for you— 
Sell your used display material— 
Locate used display material— 
Get a displayman for vacancies— 
Get salesmen for display products. 
In fact, it is the want ad medium 
of the display field, serving alike 
the displayman, the store owner and 
the manufacturer—and at a trifling 
cost. 
If it can serve you, send in your 
order and ad copy at once. 

The DISPLAY WORLD 

Cincinnati, Ohio 








FOR SALE 


“Messmore & -Damon” organ 
grinder and polar bear drum- 


-mer, new this Christmas, at 


exactly half price—a snap. 


Address Display Department 
L. S. AYRES & CO. 


INDIANAPOLIS, IND. 

















FOR SALE—There is only one Window 
Sock for decorators: manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 





SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care The DISPLAY WORLD 








SHOW CARD OUTFIT 


Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 


RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 





300% TO 500% PROFIT 

Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
sr leaf mounted on very high grade tin 
oil. Send for literature, prices and free 
samples. 

CONSOLIDATED SIGN LETTER CO., 
69-Q W. Van Buren St., Chicago, Ill. 








SALESMEN—Several experienced sales- 
men to sell direct from well-established 
manufacturer a complete line of high-grade 
display fixtures. Write 


ORIENTAL DISPLAY FIXTURE Co. 
251 Meserole St. Brooklyn, N. Y. 








Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog ‘“‘G’”’ upon 
request. Thee Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 











WANTED 
Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


| National Display Fabrics Co: 
7 West 3rd St. New York City 


| ee 











VACANT POSITIONS WANTED 


For Competent Displaymen and Cardwriters 


If you are in need of a displayman or cardwriter, or know 
of a vacant position of this kind anywhere, get in touch with 
the Employment Register, The DISPLAY WORLD, Cincin- 
nati, Ohio. We have on file applications for positions from 


displaymen, assistant displaymen and cardwriters. 


Tell us 


your needs and we will refer you to applicants who can fill 


the position satisfactorily. 


THIS SERVICE IS RENDERED WITHOUT COST 
Employment Register, The DISPLAY WORLD, Cincinnati, Ohio 




















Index to Advertisements 











JANUARY, 1927 ie 
Acme=Display Services IN€>: .-'.... 55s. oes kc ae a weiee ta news 58 
Acme Window Display Service....................-.0ee0ee: 58 
AG-Diboley, Tae. 5 sik. os MiGey ai ons cine cctvads nrding oad 31 
Adieh-Jasies :Cn., “TRO. 6S. a eee Back Cover 
Aleniaen Be Dae aos 5oos ec cc evden ee 8G ee a 58 
American Sculpture Co......0......0.0...0008 ee Ferre 47 
Andres -Piate Sete: Csi cis... aoe. Bed fees 47 
Anglo Dinpiey, Pixtare CG:-........ 00.0.0 0.5. cee vedset cmenanes 39 
Becker Mim Sbely: Conds... 65... hs. bec 0s 0 pete ad es 69 
Blick oi, Tb cccdsc. i... Su. re, Mees ee ae 65 
Botanical. Decmreeer Ges... 6... cone SITING. Ba dbs tena 2 
oo ee ke he Rae ETERS ogy 47 
Theat Pasiness Dunes. .606055. 6 SEATS ieee 58 
” Citenso Cat Board. Goisci. chee ss bess teagan 69 
Ceene Dee oo. «AT. occas Sheba. se la Ee bn ans baie Se 25 
Chicago Window Display Installation Service............ 59 
Commercial Trading Co... 605 66 bi bese dees vthOtwictas toate 68 
Corneison Ditplay Service..;..: 25.0550. costes. oe teas 58 
Crown Curtain Co............. oe aera | = AR Bee eS 39 
eet in Tei Ti eS ea oa sesh eae aes s Nae “52h sebeeuee al: 4 
DREN, MNS (Be osc pacle scagendin ss «cams Raab ote neg pale eae 61 
Daveuert-Tasior Mitg. CO... . on. coc ccs ce obocvabbaw cee 25 
a BB Oa ae ea dsc Since ccslcp cn var tncaseaenaeen 43 
Detroit-.Behool. of Listhbting esc ss es ois ee aioe 39 
Detroit Window Display Service......................000:: 58 
Display Publishing MN ee en. cs bile seas bs dink cee 19 
Dispihy Mite Ts oes ois os 5 oy ide ce Gawvises cote docks 27 
Doty & Merinigeout Gases Co... 5. ck i ee 31 
Electric Window Salesmen: Co... .. «2.22.0... eee cc eee 47 
Excelsior Window Trimming Co............ hic .SAguk hog egies 59 
Welate Tie CO. SRS. cacmeirs 5 ike nics ewer ieee Front Cover 
Siena, “Batenel: Fo ie on os ee ee erry 58 
Fieeht Mites Coa: Diath es ees xcs Heeger 235 
Thoxber Gi la., Gi Re reas ce oh nk cca Sos Cap ed i yoo baaenha 68 
Honor Roll of Display Specialties....................... 58, 59 
Ficint eae, DOE. «ad Poggi ee oe cee Inside Back Cover 
De RR His. oc nies Kates nln Nc bn Ee gs See es Sule 61 
Hebiochs Bata Co, Aneesh ti hic bs ss dwn sige nba sxe os kek 68 
International Clearing House of N. Y., Inc..............-. 4 
International Register Co., The................:.20 2-2 sees 21 
Kinnear Astebahte nce iccspitink «ined oe son wds cies eee ebeaseceetes 47 
Klee Display Fixture Co., The..............-..:e.eeee eee ees 31 
Koester Selma, TW 5 F5 oF ET, Sian eh cid po nes ob Se 35 
Latr R  Shtivbamin 863468 6065S Sikes Le come ne 47 
McGraw-Hill Book: Co:..... ...-5..0.5..- sb eee enans soe 33 
Maharam Textile Corp..: :.....0.5..0.cccb 0000 emmneies + ¥ 39 
Mayer & Goss Joseph... ....5 6... civie eens sec eae gs 68 
Mendelachn Textile Corp. 0)... 550005 et Pewee = os ones 39 
National Display Fabrics Co...............-.:2e0seeeeueneeee 31 
Newton, Charles I... 2.2.0.2... cdiie Dee cpespneecccce cece bebe 47 
Netschert, Inc., Frank...........0. 2... 9 pRgRMMCRAIE ers + oe 8 29 
Oscar Onken Co)... 2... econo ee eeeee + soot. 27 
Onli-wa Fixture Co......... ere “Sepa 39 
Opportunity Exchange.........-...+-++s++eseeeeetreetereeees 79 
Paasche Airbrush Co........... ces se eecn demir hs ec ses ese veee 61 
Palaieabere’ s Sons, Inc., J. R ..Inside Front Cover 
Pioneer Display GROMGME «sie Maka auetncasen ta oe bob k Sean 58 
Pittsburgh Reflector Co.......-....-.seeeeeeeeeeeeeerneeceees 19 
Reflector & Illuminating Co..............-...---eeee Py 45 
Schack Artificial Flower Co......... Be SEER PSOE hy ae YT 4 
Signs of the Times..............--.: eee eeeeeeeeeeseweeneeeses 53 
Silvestri Art Migs CO... 652... cunebiewosine Races os bei 25 
Spanjer-Janes Co........... cco ssecerteneeetecpeaccscunnevees 25 
Spiller Co.,: Victor. Heo... 0... eck e cwececs nae tapecesacesce 80 
Sun-Ray Lighting Products, Inc..........6.....eseseeeeeeeeee 23 
Thayer & Chandler...............6s.0--sceucsepseenmammemeees 68 
Thompson & Parmley......... 
Timberlake & =. J. Bus.. 
Tuttle Press Co., The....... 
Wochivrots: J. Me as. 050s azy er pwigae > cied saves einen ness 
Washington Show Card School.......,.......:.csseeeeeeees 69 
Washington Window Display Service..............-+++ee0+: 58 
Western Wholesale Drug Co..........8. 5... cece cence ccceeces 58 
Whiteiar: Display: Gerviets :.S F628 fo. es. ee tea Peas os 58 
Williams Display Service..:.........6..0cscsebevecnebueweenes 58 
Windo-Craft Display Service....... 2g'kos sa sehive cn peeves ge 58 
Window Display Service of So. Ohio.................s0000- 58 
Wold Ale: IMCD: WEES MOS. oe isin code eee thaedenn ees 69 
Wood: Advertising Service ...3 556.) oes ivvdiancsadescteteaebes 58 








80 THE DISPLAY WORLD January, 1927 































NOVELTIES and ODDITIES 
From Here and There 











“At the yuletide there are any number of reproductions of 
that favorite and much-loved character, Santa Claus,” writes 
J. A. Stimmer, display manager for the Geo. L. Fordyce Co, 








































J. A. Stimmer’s Unique Handkerchief Interior fcr 
G. L. Fordyce, Youngstown, Ohio 


It is natural that people glance at them, but we wanted to 
create the desire to buy as well as admiration. 


“Our display showed a sleigh drawn by four prancing 
reindeer. You will notice that I said ‘prancing.’ Our in- 
tention was to present a picture of action. 


“Each reindeer (cut from beaver board) was covered with 
white handkerchiefs, with a colored handkerchief to denote 
the eyes, and the four. were attached to a sleigh with red 
Christmas rope. The sleigh also was made of handkerchiefs, 


Blanket Window by R. B. Cox, C. W. Klemm, Inc., Bloom- 
ington, Ill., Incorporating Charm of the Pueblo Wedding © 


the tops being of colored ones to give the impression of 
packages. 

“The background for this attractive delineation was Den- 
nison’s blue crepe paper with gold stars and a crescent. 

“Along the ledge were carelessly arranged white hand 
kerchiefs which suggested snowdrifts, and ‘among thes 
miniature houses showed up at intervals. 




















Draws or cuts ovals thousands of | 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 


$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 






















Window dressers will find a profitable connection 
in recommending the purchase of our window 
display to their customers. Photographs of these © 
displays will be sent to all those interested. 


Hugo Studios, Inc.,71-77 Park Place, New York City | 


























